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W To Help Sell Intangibles* 


The Harter Corporation 


helps its salesmen sell 


*Comfort and Health 


To develop, in the 
minds of possible 

le buyers, an appre- 

JAM HANDY ciation of unseen values, is 


usually quite difficult. To do so 


Cegengalion with the aid of a motion pic- 


ture, professionally conceived 


= h § G 2th s . 
ie a a and professionally produced, 


is always much easier. 
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HERE’S THE 1948 LINAGE RECORD 


FREE IstEVE. 2nd EVE. 
PRESS PAPER PAPER 


LIFE 41,810 32,576 —— 
LOOK 44693 7,010 —— 
NEWSWEEK 9,600 

SAT. EVE. 

POST 39,541 288 ~—— 
TIME 9,600 


TOTAL 145,244 39,874 ~~ 


“ue BAG FIVE 


IN MAGAZINES 
PLACE FOUR TIMES 


PW More Aduertisi 


JUNE 15. 1949 


THE FREE PRESS 
a 


It is significant that, during 1948, five top ranking magazines 
placed nearly four times more linage in The Free Press than 
in any other Detroit newspaper. Aiming at both the adver- 
tiser and the potential reader in the Detroit market, it is quite 
obvious from the record that they have found Free Press 


circulation best equipped to give them the results they seek. 
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Lhis. tA) Toledo. 


... where 101,828 people—1/3 
of the population—went to see 
the $50,000,000 collection of 


EUROPEAN MASTERPIECES 


Toledo’s great Museum of Art was the last of 
13 major museums to exhibit the Berlin master- 
pieces which recently toured the U.S. But when 
Toledo’s 10-day showing ended, this city—smallest 
to show the paintings—had set two records. 

Attendance had been 101,828.* Exceeded in 
total numbers by only New York, Chicago, St. 
Louis and Los Angeles, it was by far the greatest 
when measured against population. Over 33% of 
Toledo’s estimated population of 305,000 was 
represented. At the same time, Toledoans gave 
more than any other city, in addition to admissions, 
to a fund to help Germany’s youngsters. 

Good as it was, this wasn’t particularly unusual 
for Toledo. Last.year, 291,883 men and women, 
boys and girls—95% of all Toledo—visited the 


EDO BLAD Fhis 


HIGH ScHo0Ls T0 


ART MUSEUM E00” 


— 5,650 an is ends Maia ie Toledo enormous white-marbled museum. Of America’s 
High Schools who were transported by bus to and 2,500 museums, only the National Gallery of Art 
from the Museum of Art by The Toledo Blade. in the nation’s capital could surpass that mark. 


TOLEDO BLADE 


One of America’s Great Newspapers —in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 


MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
No, 80 in a Series 
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Thee kinds of men... 


Slim and Hobey had been in the same high 
school class, ended the war as Machinists 2/c on 
the same sub. When they checked out of San 
Diego in January °46, each had close to $2,000 in 
back pay and allowances. 

Slim gave Hollywood a going over, got back 
three weeks later with less than fifty bucks on 
him, went into the 52-20 Club right away. He’s 
driving a hack today, and thinks the veterans 
didn’t get much of a break. 

Hobey hustled home to enter college, sweated 
out his degree in two and a half years, was picked 
by a big company as executive material. 


Jounson and Vorak were the only men in the 
place who could set the machine tools for precision 
stuff. While the war was on, they put in a lot of 
overtime—often made as much as $250 a week. 

After the war, Vorak wanted Johnson to go in 
with him as a farm machinery dealer... but 


Johnson couldn’t see starting over somewhere in 


the sticks. Vorak had a tough time the first year, 
but they say he’s built up a nice business. 


When Clint Horner, head man of Alpha Metals, 
was asked what his postwar plans were, he said, 
“Go fishing!”’... After V-J Day, he closed down the 
new government built plants, let 80% of the war- 
time employees go, and took up Alpha’s old line in 
the old building. Business has been good, earnings 
high. They say Horner has sold his Alpha stock 


at twenty times what he paid for it. He can afford 
to go fishing! 

Beta Corp., across the tracks, had younger | 
blood in the management. They held on to their 
new Plant 2 and most of their wartime workers, 
and started to bring out a number of new produets 
after the war... They ran into a lot of headaches, | 
haven’t made a dime since °45. But everybody is 
hopped up about Beta, thinks it will go places, 


| 
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There are three kinds of men... 

The drifters, who take things as they come... 
good company, often, but not good for much els: 

The cautious, who play safe, never stick thei 
necks out... good executors for your estate, if 
you leave an estate. 

The third kind takes a chance...thinks more 
of opportunity than cash on hand. And often bites 
off too much, but is responsible for most of our 
real progress! 

Type Three is also responsible for Nation’s 
Business... which can have little interest for the | 
ultra-conservative, and no appeal whatever for 
the unthinking. 

Nation’s Business is a magazine concerned 
with the business man, but no specific business. 
It does not pretend to purvey information on | 
markets and prices, or advice for investors... 
but tries to provide perspective rather than press 
reports, to supply significance instead of spot 
news, to cover causes rather than chronicle effects. 


INVESTMENT IN I.Q.’s...In 1949, US 
industry donates more than $10 million 
for scholarships and grants, will send 
2,000 students to college. Look for 
“Stockpiling Skill for the Future,” by 
Robert West Howard. 

SaLty Sixty...When Jeffrey Parker, 
nicknamed ‘Old Profit,” took a weekend 
off, his staff suspected the worst... but 
his dissipation proved to be a Star boat. 
You'll like “Hidden Profit,” by Pat Frank. 


Gone For “Get Out” Ace?... With 
more older people, the US needs to 
reconsider forced retirement ages. See 
**Need 65 Be Time to Retire?” 


ADVICE TO ADMINISTRATION ... What 
most farmers want from government is 
less of it... ‘'What the Farmer Wants,” 
by Kenneth L. Dixon. 

And a dozen other timely articles of 
interest to business men... in June 
Nation’s Business. 
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= Today, to know one’s own business, is not el 1 a= —— 
enough’. . . because even the smallest business is 22 se 33 — y a= 
ger | sensitive to remote influences. Foreign policy can I I ~~ 
heir cause shortages in lubricants and lathe operators. pn: — 
ers, _— Legislation may make potatoes dear and pork chops — . 
acts scarce. Taxes tighten belts and corporate budgets, ANA — at 
nes, expand the office appliance market. Labor unions (1 
Vv is in Detroit can lose jobs for stenographers in San = — s 
a. Diego. Political disturbances in the Far East may 7 wy 
change paint production. And economics can be \| / / He 
the by-products of mass emotion. 4 J 
Months before they become front page items, ‘Al rar y, 
and cause agitated editorials, Nation’s Business ( Fj SS 
presents the important issues... competently N, iba 
covered, interesting to the non-expert, interesting ==> I XK 2 
to read; gives its readers a long look ahead at _ < 
i anything that may make a difference in their 7 
Iss business,and their business thinking. And Nation’s j / : a 
rei Business further regards the business man as a 2g NG ~~ 
,it ° person, with purely personal problems; and peace | VS 49 
of mind as his most essential requisite. —_ CA 7 
ore (—y- \=>> 
ites Sucu an editorial attitude and product explains A: 
our the utility and appeal of Nation’s Business to some Ce ia } 7 
650,000 intelligent and progressive business men y) j (\ YY 
n’s in this country—far more than any other business KD / 
the publication. Its readers represent the majority of " 
for decision in American business today, in every field, 
in every locality. 
ned If you have something to say or sell to American 
265, business, there is no larger audience, no better 
on | prospect field. Nowhere will your advertising get —— an 
et more attention and interest—or sell at lower cost! ee 
ess Maybe you need to know more about Nation’s c. 
pot Business? Ask your business associates—or any 
ts. office of Nation’s Business. . 
= 
NATIONS BUSINESS 
WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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ON THE (EIGHT) BALL 


Down in Philadelphia, the City of Brotherly Love, a 
local advertising agency is giving the needle—in a 
brotherly sort of way—to its employes. The agency is 
Gray & Rogers, and while they insist that they’ve got the 
smartest crew of mates aboard any advertising vessel, still 
. . « Well, anyway, the Gray & Rogers boys are only 
human and they sometimes drop the ball. And Gray & 
Rogers, as a tactful token of non-esteem, are presenting 
to the culprits big, shiny new eight balls! 


You have, of course, to do something really special to 
earn one of these prizes . . . Secretaries must spell a big- 
time client’s name wrong, the promotion department has 
to make a holocaust of a boner. But account executives, 
media directors, copywriters, production men, and art 
directors all have a chance to get the prize. Nails are being 
gnawed on all hands, dy all hands. 


Each week there’s a meeting at. which candidates for 
the eight ball are discussed. After all boners have been 
reviewed the ball is presented, at an elaborate little cere- 
mony, to the winner. (No one has committed suicide yet ; 
a couple of the winners have taken to eating their lunches 
in the broom closet.) 


BEHIND IT OR ON IT? Makers of prize boners of the week 
are awarded their own eight ball. Contest is open to all. 


The first recipient of the eight ball was the contact 
department. The contact men refused to be intimidated. 

“This,” they said, “is merely because we write more 
letters than the other departments.” 


The eight-ball board of directors slapped their wrists. 


“The more business letters a department writes,” they 
countered, the more careful that department should be in 
writing letters.” 


And recently eight-ball qualifications were expanded to 
include any business boners that resulted in a loss of 
money to the agency—or even to the client. The poor 
characters who end up in the latter category are supposed 
to name an executor immediately. 


Jerry Gray, founder and senior partner of the agency, 
got in the final word. 


“‘We have to be on the ball or we'll be behind it,” he 
said. 


THE ENFANT TERRIBLE 
OF GREETING CARDS 


The lace-edged greeting cards with sentimental messages 
began to go out with Coolidge. But it took a brash young 
interloper in the billion-dollar industry (once as closed 
as the I. G. Farben cartel) to realize that this post-Atomic 
Age would no longer be satisfied with Victorian and 
escapist delineations. 


The name of the guy who’s taking advantage of our 
tendencies is Alvin W. Barker. His greeting card em- 
pire is a scant four years old but already it has moved 
into the sacrosanct chambers formerly occupied by a few 
giants and, according to his public relations offices, now 
ranks fourth in the industry. 


Mr. Barker’s designs (Some of them carry needle and 
thread, mirrors, or cards that can be framed; others con- 
tain a supply of baby powder, or a rattle, and one has a 
small rocking chair!) have created a furor among greeting 
card manufacturers comparable only to Frank Lloyd 
Wright’s heresies in architecture. Barker overcame the 
obstacle of mailing three-dimensional cards via a folding 
pattern, and his latest is his own “Book of the Month 
Club,” through which he appeals to the little pig in every 
child—he gives them something to keep after the card 
has found its way into the waste basket. 


In case the real Book of the Month Club has been feel- 
ing too secure in its efforts to suppress competition, Barker 
assures the venerable institution that he has an offering 
more formidable than the Literary Guild. His Book of 
the Month Club is a greeting card, aimed at kids, and it 
contains two complete fairy tales in a special little pocket 
attached to the card! 


Barker says that he frankly is taking advantage of the 
kid’s Psyche. Before he introduced this new card he 
made elaborate tests, with thousands of children, designed 
to determine children’s interest in movement, color letter- 
ing activation, type of trimmings and accessories. “The 
cards are devised to instruct via natural history subjects 
such as trees, animals, etc. 


Each card — now get this, all you parents — is aimed 
at the scientific utilization of motor - muscle activa- 
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& Luble THRUST OF SUSTAINED POWER 


THAT DELIVERS IN THE INDIANA MARKET 


Here’s your chance to ride the crest of a high sales curve in Indiana. 


With The Star, Indiana’s largest morning paper, and The News, Indiana’s largest 
evening paper, you reach a growing market whose people earn as much 
and spend as much as any in the world. 


The Star’s 193,460 daily circulation, and The News’ 165,309 set a sure course 
for your product in this 2 billion-plus market. Our fourth annual Consumer 
Analysis, now being distributed, the Grocery Inventory and other market 
information, are available to solve your sales problems. 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
THE INDIANAPOLIS NEWS 
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tion. For each has at least one fold which requires Junior 
to use certain muscles in opening to see what’s on the in- 
side. (We can’t determine if Mr. B. is kidding us or not.) 


MAN AT WORK . . . Staff artist and model caught in the 


act. Barker designs are drawn from life for utmost value. 


In addition there are knobs to pull, levers to move and 
things to twist. At any rate it ought to keep the little 
dear quiet for a while. 


‘The current baby population is estimated at one and 
two-tenths babies to every six adults. This gives Barker 


an estimated market, he says, of 23,333,333 potential cus- 
tomers, not counting the two-tenths babies. 


Barker is quite vain about his cards. ““Where else,” he 
asks, ‘could you find cards that dissolve into smoke in 
your hands, that explode (harmlessly) when opened, cards 
that can be worn or eaten?” (As we write this we’re pull- 
ing on an all-day sucker, lemon flavored, that came in a 
sample card.) 


Barker does little or no advertising, which makes his 
phenomenal success even more phenomenal. His sales- 
men, armed with blow-ups of stories on the cards, and 
sometimes radio records of endorsements of Nancy Craig, 
of WJZ, or Kathi Norris of TV, or Bill Berns of WOR, 
make the buyers conscious of the line. And Barker has 
placed spot plugs around the dial of every network and 
local, from WEVD to WNBC. He works locally in 
Hartford, Philadelphia, etc., to pinpoint sales for tests. A 
giveaway of a year’s supply of the cards is part of the prize 
of most giveaway radio shows. 


As we were leaving Barker tossed a card at us. On its 
cover was a provocative drawing of a strip-teaser. The 
verse went: 


Quote: “Here are two pretty chorus girls with sex 
appeal just reekin, but the one inside has much less on.” 
Naturally we looked inside—and got caught in a minia- 
ture bear trap. The verse finished, “See what you get for 
peekin.” 


Mr. Barker was laughing fit to bust when we sheepishly 
closed the door. 


wa 


SAYS Norge ABOUT 


“We use AIRFREIGHT whenever we want fast, safe, 
dependable shipments of finished products or raw 
materials. In the introduction of our 1949 models, it 
would have been impossible to maintain our schedules 
without CAPITAL AIRFREIGHT"’, writes H. L. Clary, 
Director of Sales for Norge Division, Borg-Warner 
Corporation. 


Call your local Capital AIRFREIGHT Represen- 
tative for complete details about Capital AIR- 
FREIGHT’S Overnight Delivery service between 
70 cities with connecting services to any airport 


ital 


AIRLINES 


Through just such fast, safe, dependable Overnight 
Delivery service, Capital AIRFREIGHT can mean an 


extra profit potential to your business by helping you a 
send more products to more markets quicker, cut «+ f of, 
* 


expensive packing costs, cut expensive warehousing 
costs and operate with smaller inventory! 


—, 
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‘Guess we’ll have to trade-in Fenwick on a St. Bernard.’’ 


Never before in its 68 years of publication has the Los Angeles Times 

put out mammoth editions so regularly as during 1949. Advertising linage has 
soared since the lean newsprint period of last year (check Media Records). News 
and feature content has kept pace and Times readers are pretty happy 


about the whole thing. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 


JUNE 15, 1949 


Metropolitan Group 


WHERE 50,000,000 READERS (*) GATHER EVERY SUNDAY, EVERY SEASON, EVERY YEAR. 


ATLANTA Journal CINCINNATI Enquirer INDIANAPOLIS Star 
BALTIMORE Sun CLEVELAND Plain Dealer LONG BEACH Press-Telegram 
BOSTON Globe COLUMBUS Dispatch LOS ANGELES Times 

and/or Herald DALLAS News MILWAUKEE Journal 
BUFFALO Courier-Express DES MOINES Register MINNEAPOLIS Tribune 
CHARLOTTE Observer DETROIT News NEW ORLEANS Times-Picayune- 
CHICAGO Tribune and/or Free Press New Orleans States 

and/or Sun-Times FRESNO Bee NEW YORK News 


NEW YORK CHICAGO DETROIT 


220 East 42nd Street — MUrray Hill 7-5200 Tribune Tower — WHitehall 4-2280 New Center Bldg. — TRinity 2-2090 
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If you want to sell goods in volume —you’ve got to 
appeal to people in volume. 


Obviously, that means you’ve got to reach them through 
some medium that brings them together in tremendous 
numbers. 


And no medium — in Time or Space — will do that job 
for you so surely, so consistently and so economically as 
the Sunday Comics Sections of Metropolitan Group. 


The facts are easy to grasp. 


With one order and one piece of copy, you can reach 
50,000,000 readers in 19,000,000 families, coast to coast. 


It’s an audience that knows no bounds of age, sex, in- 
come, geography, politics or social position. It’s an as- 
sured audience every Sunday, every season, every year. 


Famed for its emotional response, it’s an audience that 
can be counted upon to REACT to sales appeals. 


It’s an audience that’s big enough to provide the back- 
bone of demand for any product — old or new — whose 
sponsor is bold enough to cultivate it in a big way. 


Marketwise, it’s an audience that parallels retail sales 
potential, market by market, more closely than any 
other medium — peaking in congested areas where the 
trade can be covered swiftly, persuasively, economically. 


A majority of this audience lives and buys in the 
nation’s 138 metropolitan trading areas where 64% of 
all retail dollars are spent. 


4A $1,500,000. ORDER! 


In three of these areas—for example, New York, 
Chicago and Los Angeles — Metro reaches 700,000 out 
of every million families. That’s 11% more families 
than you’ll reach in these areas through the six biggest 
magazines combined! 


In the forty-six areas yielding half the nation’s retail 
sales, Metro reaches 85% more families than the three 
biggest weeklies combined — and 97% more than the 
three biggest women’s books combined. 


Years of continuing readership studies show that two 
to three times as many people will see your campaign 
and four to six times as many people will read your 
messages — per $ invested — as will read similar mes- 
sages in leading magazines. 


No medium for the vendor of objets d’art, the Sunday 
colored Comics Section is, nevertheless, made-to-order 
for the sponsor whose rapid turn-over product and 
package can be shown in primary colors —the simple 
selling colors skillfully reproduced by modern, high- 
speed newspaper presses. 


You can buy this color in full page size — roughly 
three times larger than magazine pages — every other 
week of the year in 47 of the nation’s largest and 
strongest newspapers. And the cost will be less than 
eight cents per family for the entire year’s campaign! 


If you want to sell more goods to more people in more 
places to lower selling costs, here is the biggest adver- 
tising and selling opportunity of our time. 


Ask the nearest Metro office for more facts and figures. 


AN ASSURED NATIONAL AUDIENCE FOR NATIONAL ADVERTISERS. (*) All ages, all incomes, both sexes. 


NEW YORK Herald Tribune 
OAKLAND Tribune 

OMAHA World-Herald 
PHILADELPHIA Inquirer 
PHOENIX Arizona Republic 
PITTSBURGH Press 
PORTLAND Oregon Journal 
PROVIDENCE Journal 


SAN DIEGO Union 


SEATTLE Times 


SAN FRANCISCO 


155 Montgomery St. — GArfield 1-7946 
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ROCHESTER Democrat & Chronicle 
SACRAMENTO Bee (Sat.) 

SALT LAKE Tribune 

SAN ANTONIO Express 


SAN FRANCISCO Chronicle 


SPRINGFIELD Republican 


SPOKANE Spokesman-Review 
ST. LOUIS Globe-Democrat 
and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SYRACUSE Post-Standard 
TACOMA News Tribune 
WASHINGTON Star 
and/or Post 


LOS ANGELES 


448 South Hill St. — Michigan 0578 


SUMMERTIME MEANS ADDED 
LISTENING IN IOWA! 


r HE fact that 41% of lowa car owners izing your old data—“bringing to light 

have radios in their cars* is especially new information not previously gathered.” 

significant in the summer. Write for your copy today, or ask Free & 
On long trips, 60.1% of all Iowa car Peters. 


* . 6 4 99 
radios are in use “almost all the time” or *The 1948 Iowa Radio Audience Survey is a “must” for 


“quite a bit of the time.” On short trips, oy — = marketing man who is interested 
the remarkably high percentage of 36.6 The 1948 Edition is the eleventh annual, study of radio 
i 6 a 39 6 a listening habits in Iowa. It was conducted by Dr. F, 
are in use “almost all the time” or quite Whan of Wichita University and his staff, is based on e. 

: 4 99 ‘ . sonal interview of 9,224 Iowa families, scientifically selected 
a bit of the time, from cities, towns, villages and farms. It is universally ac- 
a ‘ cepted as the most authoritative radio survey available on 

These extra (“‘non-Hooper’’!) listeners lowa. 


provide a substantial, year-round bonus 
audience in Iowa. In summertime, this ii 
bonus audience may very well increase the 
total number of listeners, even as com- i 


pared with wintertime figures. . . . 


Up-to-date, factual information on use te jor lowa PLUS * 


of car radios is only one of many ex- 


tremely interesting subjects covered in Des Moines . ~ - 50,000 Watts 
lowa Radio Audience Surveys. They con- Col. B. J. Palmer, President 
firm the Survey’s 11-year policy of modern- P. A. Loyet, Resident Manager 


cy FREE & PETERS, INC. 
National Representatives 
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NEWS REEL 


GEORGE C, RAMEY 
Joins Springs Mills, Inc., in the newly created 
position of sales manager to the cutting-up trade; 
he was formerly with the American Cyanimid Co. 


SIDNEY WEIL 
A vice-president and director of sales for the 
American Safety Razor Corp., and with the firm 
for 23 years, is a newly elected board member. 


LEONARD C. WELLING 
Newly appointed general sales manager of Jewel 
Radio and Television Corp., New York City, he was 
formerly with Emerson Radio & Phonograph Corp. 


M,. L, FINNEBURGH 
Appointed general sales manager of the Soda Foun- 
tain Division of The Liquid Carbonic Corp., he 
joined the organization in 1929 as a salesman. 


LEETATE SMITH 

Director of the Arizona Sales Executives Club, he 
has joined the Palmer Manufacturing Corp., Phoe- 
nix, Ariz., and is appointed general sales manager. 


EDWARD A. MOYNIHAN 
Elected regional vice-president of Hiram Walker, 


Inc., to head marketing in Eastern Seaboard States 
from Washington, D. C., to Massachusetts. 


UNITED AIRCRAFT PRODUCTS, INC. 

Named assistant vice-presidents, Edward L. Ladd 
(left) will be in charge of Aircraft Division sales 
engineering; J. E. Littleton (right), sales manager, 
grocery and food section, Kitchenware Division. 
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Stability comes of many years... 


OHIO 4m weith 
has been growing / 


Yes, Ohio is one of the oldest farm states— farm products—beef, eggs, milk, fruit, grain— 
yet one of the newest, too! How old? To give a money crop all year ’round. 
you an idea, THE OHIO FARMER goes back 


Many years, many products—yes, many mar- 


more than a century! How new? Ohio toda , . 
) y kets, too! Ohio has so many buying centers 


ranks first in the country in ifi ! ; ;, , 
y in electrified farms that its farmers spend little to market their 
This steady growth has given Ohio a sta- products, save much to buy yours. Particularly 


| bility rarely found in other “upper third” farm if your products are in THE OHIO FARMER 


States. Rare also is the wide range of Ohio’s —it reaches two out of three Ohio farm families. 


The 
OHIO FARMER 


CLEVELAND, OHIO TWO! Ti, Ma 


Golden Crescent Stability 
your best profit hedge in the farm market 


No farm area of equal size and wealth can match the stability of The 
Golden Crescent. It has greater age... more market centers...a 
larger variety of products. Served by THE OHIO FARMER, 
MICHIGAN FARMER and PENNSYLVANIA FARMER, The 
Golden Crescent safeguards your profits through the ups and downs 
of the farm market. For further information write E1013 Rockwell 
Ave., Cleveland 14, Ohio. 


THE OHIO FARMER, Cleveland 
PENNSYLVANIA FARMER, Harrisburg @© MICHIGAN FARMER, East Lansing 
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All cars are bantam-size in the world of the blind. A blind person who regains his sight is astounded 
at the size of the modern automobile. Most imagine them as 44 actual size. To those with newborn 
sight, a ride in a car traveling more than 20 miles an hour is a terrifying experience. 
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The blind picture people as having identical, mask-like expressions. Since facial characteristics are 
not apparent to the touch, they cannot “‘visualize’’ frowns, smiles or expressive eyes. Neither can 
they understand why a man’s face and shirt seem a different tone—since both are called white. 
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A square meal, as imagined by a blind man, looks like this. He does not seem to realize 
how much the average person eats. One blind man, whose sight had been restored, had an 


attack of nausea when he saw the “‘mountain of food”’ that was placed before him. 


How the world seems 
fo a blind man! 


When a blind man regains his sight, a 
strange thing happens. 


With uncanny accuracy, he can often 
recognize chairs, doors, or other simple 
objects. One man could even identify 
colors he had never seen. 


Naturally, while a man is blind, he 
does not always “‘see” things as they 
actually are. But one thing is evident. 
He instinctively attempts to “‘get a pic- 
ture” of things. 

Nor is this human instinct common 
only to the blind. Even as you read this, 


your brain is automatically translating 
these words and phrases into pictures. 


So is it any wonder that Parade, the 
Sunday Picture Magazine, has managed 
to attract more readers per 100 copies, 


is, 


1949 


according to Starch, than any other Syn- 
dicated Sunday Magazine...or any lead- 
ing national magazine, for that matter. 


And this picture power builds up traffic 
for advertisers, too. 


Among all 262 identical ads that ap- 
peared in Parade and other Syndicated 
Sunday Magazines during 1948, Parade 
ranked first in readers per dollar in 214. 


Why not get the complete picture? 
Seeing is believing! 


You ought to be in pictures...in 


Enticing... hard-working 
PLASTICOLOR COVER 


Picture a cover stock that coaxes instant 
action from teen-agers and their blue- 
blooded parents—and also has wallop 
and endurance for a truck catalog—or 
an outdoor display. 

That’s Plasticolor* Cover 

All six sparkling colors are perma- 
nently soil-proof. The plastic film, 
tightly laminated to fine Beckett cover 
stock, resists dirt, can be wiped clean in 
a moment. This Dobeckmun process 
builds ruggedness and wear-ability to 
withstand almost any kind of indoor or 
outdoor punishment. 

A look and a touch will prove these 
dual advantages of Plasticolor Cover 
wherever delicacy or long life, or both, 
are prime factors. Get samples from 
your printer, your Beckett paper 
supplier or from us. 


THE DOBECKMUN COMPANY 
Cleveland 1, Ohio - Berkeley 2, Calif. 


P. S$. Doplex* Brilliant matches its Plasticolor 
twin in everything but weight. Nine sparkling 
plastic-paper combinations give a wide choice 
for brilliant, soil-proof labels, box covers, pack- 
age wraps and similar items. 
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BY T. HARRY THOMPSON 


This traditional month of brides re- 
minds me of the changing mores. 
Time was when a fellow didn’t ask a 
gal to marry him until he was through 
school and had a good job. 

. 


The parental question is now: 
“Can you help support my son until 
he finishes college, and do the house- 
work too?” 

. 

Another sign of changed times: 
Our cleaning-woman’s husband now 
calls for her in a better car than I’ve 
got. 

3 

What ever became of Nature Boy? 

es 

Slogan for the cotton-promoters 
with headquarters at Memphis: ‘“Cot- 
ton Rules the Weaves.” 

o 

Why do all vermouth labels look 
alike? 

2 

“Good Grammar is Factor On 
Way to Success.” It says here. 

* 

“We specialize in apartments, addi- 
tions, kitchens, garages, stores & etc.,” 
says an ad in our neighborhood news- 
paper. I like that “& etc.” 

On what copywriters are accus- 
tomed to call a “big, 10-inch tube,” 
standing figures match the size of 
marmosets. I’m glad to note the trend 
to bigger TV screens. 24 inches across 
would be about right. 

. 


From Mercer County, N. J., to 
Mercer County, Pa., is quite a jump 
as the kangaroo hops, but Contributor 
Jim Brennan made it . . . and from 
assistant secretary of commerce at 
Trenton to manager at Sharon, there 
on the edge of Ohio. Nice going, 
Shamus! 

a 

Would you call wedding-news via 

the radio “bride-casting” ? 


Horace Williams, of Chicago's 
Year Book, sends a tear-page of a 
Marshall Field ad showing five babes 
in striped netherwear. But Van 
Raalte’s name for it is “Stryp,” which 
comes out phonetically as strip, and 
the illustration rather underscores 
that pronunciation. 

a 


Quoteworthy: “Who buys stocks? 
To find out, the Chicago office of 
Hornblower & Weeks surveyed 10, 
000 customers it served last year. 
Findings: (1) 51% of the customers 
had incomes of less than $7,500 a 
year; (2) 49.9% of all transactions 
fell in the ‘little fellow’ category (i.., 
were for less than $1,000); (3) 
74% of the trading was done in 
‘cheap’ stocks (less than $20),’”— 
Time Magazine. 

a 
HEADLINE PARADE 
The lighter side of fashion.— 

—Ronson Lighter. 

Cordial Hospitality—De Kuyper 

Cordials. 

The car designed with you in 
mind.—De Soto. 
Blair House Blues.—Capftion in 

“Newsweek.” 

Who the heck invented soap?— 

Diamond Alkali. 

Dan Parker Reflects On 25 Years 
in “Mirror.”—Head in EGP. 


American Incident—done in oil! 
—Cities Service. 


At any grange-meeting, Agriculture 
Secretary Brannan should be the life 
of the parity. 

7 


When I get around to it, I may 
write the lyrics for a song: “I’d Like 
to Baby-Sit with You, Baby.” 


Copywriters, it seems to me, play 
fast and loose with decimal-points. 
They say: “21.9% increase,” and, 
when skillfully hand-lettered, it looks 
like “219% increase” to the casual 
reader. 

_ 


The success of a cocktail-party 
should be judged on a decibel basis 
. . . the more noise, the more success. 


It seems odd to find English words 
in Spanish that mean the same thing, 
are spelled the same way, and are 
said with the same inflection. For 
example: “Oh, no!” 


Under today’s ground-rules, farm- 
ing seems to be the one business in 
which you can’t lose money. I should 
think the agricultural colleges would 
be jammed with young men looking 
for a sure thing. I can’t help wishing 
that the farmers, in turn, would 
guarantee us free-lance writers 4 
profit. 
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S 300.000... 


T really happened! Recently, an advertisement in 

PUCK, The Comic Weekly, for the Unicorn Press, 
brought $300,000 in orders for their encyclopedia. 
A unique example of PUCK’s pulling power? No! 
The fact is that in each of the past three years PUCK 
carried a larger dollar volume of mail-order book ad- 
vertising than any other national publication...and 
the mail-order book field is the severest test of a 
publication’s ability to bring in volume sales. 


Back of PUCK’s ability to produce a sales re- 
sponse unmatched by any other medium is its all- 
star cast of characters, including Blondie, Jiggs, 


Tom one ad / 


Tillie the Toiler, and others who command the in- 
terest and loyalty of millions of adult Americans. 
PUCK’s beloved characters are part of their very 
lives, influencing their habits, tastes, attitudes. 


PUCK, The Comic Weekly, distributed through 
great Sunday newspapers from coast to coast, is read 
by more than 18,000,000* adults plus millions of 
youngsters in 7,400 places of 1,000 and more popu- 
lation and a multitude of smaller places as well. 
Today, when volume sales results, so vital to profit 
maintenance, are more important than ever, is the 
time to get full details of “The Book Story.” 


oe i AN 


THE COMIC WEEKLY 


Read by more than 18,000,000 adults 
*ABC CIRCULATION SEPT. 30TH, 1948: 8,236,321, INCLUDING PHILADELPHIA BULLETIN 
The Only NATIONAL Comic Weekly ...A Hearst Publication ...63 Vesey Street, New York; Hearst Building, Chicago 
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when the men you want to sell 


reach for SWEET’S 


they 
mean 


business 


Most industrial sales start with buyers looking for 
information on available products. So the easier you 
make it for your prospects to get the information they 
want on your products, when they want it, the better 
the chance of having one of your salesmen called in. 

You can make sure your worth-while prospects will 
get the information they want by retaining Sweet’s Cata- 
log Service. Here’s what it does for you: (1) distributes 
your catalog to the hand-picked organizations and indi- 
viduals who represent the bulk of buying power in your 
market, (2) keeps your catalog constantly at their finger- 
tips so they can refer to it at the time they are ready 
to buy, (3) acts as consultant in designing the right 
kind of catalog. 

The cost to you for this service is surprisingly low. 
Catalog preparation, printing, filing and distribution 
averages less than 2¢ per page. 

Wouldn’t you like to have a Sweet’s man show you 
how this service fits your particular needs? 


Giiee's 


SA FAL O.G 


SERVIC E 


Puts your catalog into the buyer’s hands when he’s ready to buy 


119 WEST 40th STREET, NEW YORK 18, N.Y. 
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“Tf all fools wore white caps, we 
should seem a flock of geese.” 
George Herbert. 


While on that subject, Nicholas 
Boileau used to say a fool always finds 
a bigger fool to admire him. 

7. 


Tip to pipe-smokers: Try a load of 
Holiday. 
e 
Advertisements prepared by pro- 
fessionals: Guided missives. 
. 
Nit—‘“How do you make twine?” 
Wit—“You just take some cot- 


ton fiber, twist it, and Suddenly It’s 
String.” 


Tessie O’ Paque thinks a steam tur- 
bine is a sort of head-gear worn by 
stationary engineers. 


One of many, things I could never 
understand is why the average adver- 
tiser is so slow on the uptake. His 
agency pitches him a _ million-dollar 
idea, but he just sits there, a vapid 
look on his puss, like Finnegan, of 
Duffy’s Tavern. I said, the average 


advertiser. 
e 


Wonder whom retailers _ think 
they’re kidding when they _ say 
“$19.95” instead of “$20”, which it 
really is, within a nickel ? 


Also, perfumers might sell more of 
this particular scent if they’d Angli- 
cize “Muguet de Bois” to “Lilies of 


the Valley.” 


Copywriter Goes Straight Dep't: 
They tell me Kirby Katz, pencil- 
pusher of parts, has deserted the 
agency grind to sell Lincoln-Mercury 
cars on the hoof. 


I like that saying, that the seller's 
market is now a salesman’s market. 


Language is queer stuff. “Aro- 
matic” suggests something pleasant, 
but “a rheumatic” is just the opposite. 


An article in a business-paper on 
the success of Amm-i-dent mentioned 
the first dentifrice I ever heard of: 
Rubifoam. It was strawberry red, as 
I remember it, and made your mouth 
feel like a million. In those days, 
when you bought a tooth-brush, the 
druggist would take one out of the 
showcase and run his thumb over the 
bristles, proving what, I now forget. 
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Touche! 


To get the heart of New England, 
get on WEEI. Because “Columbia’s 
friendly voice in Boston” delivers the 
biggest audience during 23 of-the 
28 quarter-hours of local programs 
broadcast every weekday opposite 
competing local shows. Taking the 
entire week—sign-on to sign-off— 
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WEE! commands the highest 

rating more often than all other 
Boston stations combined!* 

Want some pointers on how you can 
use one of these top-rated local 
originations to foil your Boston 
competition? Get in touch with us or 
your nearest Radio Sales office. 


* Pulse of Boston, Mar.-Apr., 1949 


As any child with a television set can 
Q - tell you—new and important 
sponsors are cropping up every day 


on the CBS Television Network. 


1) 
I, inh C In — And for good reasons: 


CBS-TV advertisers have the largest 


average audience of all the networks. 


Mercury CBS-TV advertisers have 5 of the 10 


largest-audience programs in Television 


—four of them CBS package programs. 


CBS-TV advertisers have scored the 


9 (0) 10} 
}) l \ lISlLON highest sponsor-identification in 


Television. 


rp ° ° * 
That’s why value-conscious advertisers 
{ lt of soap and soup and motor oil, 
@ of appliances and cigarettes, tea and 


paper towels...indeed the whole gamut 


) of modern business is now on CBS TV 


*To date the list of CBS-TV Network Advertisers and programs 
includes: Ballantine, Tournament of Champions; Barbasol, 
Weekly News Review; Electric Auto-Lite, Suspense; 
Ford Dealers. Thru the Crystal Ball; Ford Motor Company, 
Ford Theater; General Foods, The Goldbergs; General E.ectric, 
Fred Waring Show; Gillette Safety Razor, Kentucky Derby, Preakness 
and Belmont; Gulf Oil, We, the People; Liggett & Myers Tob., 
Godfrey & His Friends; Lincoln-Mercury, Toast of the Town; 


Thomas Lipton, Ine., Talent Scouts; Popsicles. Lucky Pup; 
Oldsmobile, CBS News; Philip Morris Co., Ltd., Preview; 
2 J Philips Packing Co.. Lucky Pup; Pioneer Scientifie Corp., 


Masters of Magic; Scott Towel Co., Dione Lucas; U.S. Rubber, 


Lucky Pup; Westinghouse, Studio One; Whitehall Phar. Co., 
Mary Kay & Johnny; Wine Advisory Board, Dione Lucas. 
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7¢ PAYS # KNOW 


Re 
youre RIG 


© Copy and research alone 
cannot indicate the pulling 
power of a campaign. With 
all due credit to the best 
conceived plan, it pays to 
be skeptical ...to TEST... 
rejecting the weak appeals 
. . . adding to the strong 
ones. 


TEST IT (roe IN 


ROANOKE 


= 4 " Se ae a IP ira 


eis 


An ideal test market 


Results are dependable in Roa- 
noke—a self contained 17 county 
market of more than 450,000 
diversified population. Roanoke is 
isolated from other markets by 
natural mountain barriers. It is 
completely dominated by the 
Roanoke newspapers, which have 
virtually no outside competition 
to distort the sales analysis of 
your test. 


Write for the booklet 
“Test Markets — How to 
Identify Them” to Saw- 
yer, Ferguson, Walker 
Co., 60 East 42nd Street, 
New York 17, N.Y. 


ROANOKE 


TIMES AND WORLD-NEWS 


ROANOKE VIRGINIA 


SAWYER + FERGUSON + WALKER CO 


National Representatives 


CONGRESS 


> What is, perhaps, most conspicu- 
ous in Washington, both on Capitol 
Hill and within the Administration, 
is the absence of New Dealers. Given 
the current business trend, one would 
expect to find scores or hundreds of 
economists busily inventing anti-de- 
pression gadgets. It was that way four 
years ago when a depression was being 
falsely predicted. Now laborious can- 
vass of the committees yields but a 
few gadgets, all rather timidly dis- 
played. 

Senator Murray, creator of the 
Economic Council, is working on a 
bill to set up a National Economic 
Cooperation Board. With the help of 
the Board, the President decides what 
industries need expansion. 

Very likely, the sponsors will re- 
main at work until something, which 
can claim legitimate descent from the 
present bill, has been enacted. 


1. The Congressional Joint Eco- 
nomic Committee is preparing for 
hearings on the causes of booms and 
depressions. Members judge that 
some recommendations for depression- 
fighting will emerge. 


2. Secretary Brannon’s proposal 
for more farm supports will probably 
be pressed as an _ anti-depression 
measure. 


3. The Senate Banking Committee, 
which intends to investigate price 
spreads and margins, is expected to 
lead off with petroleum. Which prod- 
ucts are taken up depends roughly on 
the immediate interests of committee 
members: complaints to them about 
petroleum have been rumored. 

Hearings may create some bad im- 
mediate publicity for some industries. 
The expected defense is that finished 
products cost much more than raw 
materials because the main expense 
consists of processing and distribution. 
This may be turned around, within 
the committee, to read, ““There’s not 
much wheat in bread, not much 
leather in shoes, not much wool in 
suits, etc.” 


4. Sen. Langer has a bill to com- 
pletely divorce manufacture and mer- 
chandising. It’s supposed to have been 
proposed by a group of tire dealers. 
Analysts say that it would cover even 
a pipe shop or a made-to-order tailor- 
ing establishment! 


> A permanent bill, not a mere 
moratorium on FTC’s basing point 
cases, has passed the Senate thanks to 
Sen. O’Mahoney. What the Senator 
was trying to do was to insert into the 
law what the Commission claimed to 
be its policy on freight absorption. 
These claims were voiced only after 
the investigation started. 

Briefly, an independent seller may 
absorb freight, but FTC may prose- 
cute conspiracies in which freight ab- 
sorption is an instrument. The bill 
evidently leaves open whether the 
facts (a) of freight absorption and 
(b) of similar price quotations by 
competitors, is proof of conspiracy. 


- Alone, they probably would not be, 


Congressional interpreters think. 

The bill also deals with another 
situation. Some time ago, FTC 
charged Standard Oil of Indiana with 
discrimination. Standard defended by 
claiming that it was just meeting com- 
petition. The Court ruled that meet- 
ing competition was not a sufficient 
defence. 

The O’ Mahoney bill wipes out that 
decision. Meeting competition appears, 
under it, to have been restored as a 
valid defence. 


FEDERAL TRADE COMMISSION 


> Under a decision by the Chicago 
Court of Appeals, FTC has lost some 
of its power to ask companies whether 
and how they are complying with its 
orders. It may only make inquiries 
specifically ordered by the Court. Ap- 
parently, however, this will not be 
the case when companies comply di- 
rectly with a Commission order with- 
out going to court. 

The decision says that FTC makes 
such investigations under sections of 
the law that have nothing to do with 
enforcement. FTC has some copies 
which may be obtained by writing 
them. The case is known as “FTC 
Docket 4320, U.S.A. vs. Morton 
Salt”; it has nothing to do with the 
quantity discount case decided some 
time ago by the Supreme Court. 

FTC will certainly appeal. Its 
lawyers feel that if the rule stands 
everybody will have an additional rea- 
son for going to court and that en- 
forcement will be harder. Its probable 
argument on appeal will be that the 
decision turns the court into an en 
forcement agency. 
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WIS, co_umMBIA, 
IS THE TOP STATION 


IN SOUTH CAROLINA! 


a WIS is South Carolina’s 
leading station—the most powerful station in 
the Columbia area, with the lowest frequency 
in the State. It completely saturates the 
20-county Columbia Trading Area (BBD&O), 
which is by all odds the State’s leading 
market. (The Spartanburg-Greenville 7-county 
area is next, followed by Charleston with 6 
counties. ) 


There is no station of more than 1000 watts 
within approximately 80 miles of 5-kw WIS. 
.. . WIS-fm is offered as a bonus, without 
charge, to all AM advertisers. 


In Columbia, WIS’s standing is fully illus- 
irated by the fact that in all but 3 quarter- 
bour periods daily, WIS gets the city’s highest 


Plus WIS-fm 
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Hoopers. And although the State as a whole 
cannot be covered by any one South Carolina 
station, WIS comes closest, delivering a Day- 
time BMB Audience in 43 of the State’s 46 
counties. In addition, WIS has a Daytime 
BMB Audience in 10 Georgia and 5 North 
Carolina counties. These 58 counties give 
WIS an audience of 149,729 radio families. 


WIS has been an NBC affiliate for 17 of 
its 18 years, has supplemented its network 
features with exceptional programming that 
pulls mail and mail-orders from all over the 
State. 

For all the proof of our overall superiority 
in South Carolina, write to WIS, or ask 
Free & Peters. 


COLUMBIA, S. C. 
5000 WATTS + 560 KC 
NBC Affiliate 


G. Richard Shafto, General Manager 
J. Dudley Saumenig, Managing Director 


FREE & PETERS, INC., National Representatives 
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Prominent Users of Strathmore Letterhead Papers: No. 83 of a Series. 


San Francisco’s 
original Palace Hotel, 
built in 1875, 
installed electric clocks 
and air conditioning 
in an era when such 
refinements were 
practically unknown. 
The modern Palace is 
equally insistent upon 
quality in all things. 


Te Galea bel 


The PALACE HOTEL 


uses Strathmore 
Gold Rush millionaires and international luminaries were the earliest 
patrons of the Palace, San Francisco’s fabulous hotel. Emperors and 
presidents invariably stayed at the Palace, since it offered the finest 
of everything. Its founder had bought a factory to assure furnishings 
made to his exacting specifications. Carpeting for the lobby had been 


specially woven in France. Travelers marveled at the carriage entrance 
which swept magnificently through the hotel. 


Continuing its traditional insistence on quality, the modern Palace 
Hotel uses Strathmore paper for its letterhead...as do many long- 
established firms with reputations to maintain, 


It may be wise to re-examine your present letterhead. Does it ade- 
quately express your business? Make sure your correspondents receive 
the best possible impression...specify a Strathmore letterhead paper. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Bond, Strathmore Writing. 


STRAT ORE occ 


Strathmore Paper Company, West Springfield, Massachusetts 
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FTC also took a licking in a de. 
cision by First Circuit Court of Ap. 
peals. Copies of the decision, known 
as “No. 4287, Tag Manufacturers 
Institute vs. FTC” are still available 
from the Commission. 

The subscribers to the Institute's 
services sent their price lists to the 
Institute, which in turn kept syb 
scribers informed on what the rest of 
the trade was doing. FTC said that 
this was a price-fix. The Cour 
couldn’t see it that way—since sub 
scribers could and did depart from 
published lists. 


COMMERCE 


> Although the Senate and House 
are still far from passing bills allow- 
ing a 1950 housing count, the Census 
Bureau is pre-testing proposed ques- 
tions. In general, the questions will 
be like those asked in 1940, with 
slight verbal changes in the interest 
of lucidity or precision. 

The Bureau has some State by 
State breakdowns of figures collected 
in the Census of Manufacturers. To 
get them write the Bureau asking for 
whichever of these you’re interested 
in: Middle Atlantic States, East 
North Central States, South Atlantic 
States, East South Central States, 
Pacific States. All are part of the 
“MC Series,” which should be men- 
tioned for easy identification. 

The figures show a vast :ncrease 
almost everywhere and in almost 
every industry in the number of 
manufacturing establishments. This 
does not seem to jibe with claims 
that FTC has put into print that the 
trend is toward concentration. 


> Bureau figures on State finances 
show that sales and use taxes in 1948 
totaled $4 billion against $3.4 billion 
in 1947, 


> Commerce Department’s analysis 
of the business downturn amounts to 
this: Consumer buying dropped ap- 
proximately by the amount of the 
price decline so that quantities sold 
are about the same as before. Retail- 
ers orders declined in line with their 
own sales. On this analysis, harder 
sales effort is indicated. The Depart 
ment finds little change in people's 
available money. 


> Housing and Home Finance 
Agency is publicizing these prefer- 
ences for housing, based on a recent 
survey: big living room, breakfast 
alcove, suburban location. A breakfast 
alcove is bearish on chinaware sales; 
big living rooms need more furniture. 
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ETTING across an idea in institutional advertis- 
ing is largely a question of picking the right 
audience. 


That’s why the screen in our picture is of particular 
interest. It picks local leaders for you. 


You see, Better Homes & Gardens is devoted, cover 
to cover, to 100% service on better living in a better 
home. Naturally, it screens out casual readers, screens 
in only the families whose big interest is home and 
everything that affects it. 


Beller Homes. 


and Gardens 


CIRCULATION ByER 3,000,000 


JUNE 15, 1949 


* 

BH&G went to 48% of 
the families throughout 
the U.S. who owned 
homes worth $10,000 or 
more in 1940.* That’s 
the kind of penetration 
into leading families that 
BH&G gives you. 


*Non-farm. 


ant to Sell an Idea? 


That means that it screens in solid family folk. Their 
incomes are among the highest for all big magazines. 
They're mostly homeowners, so they have a serious 
stake in the community. They pay more for their 
homes and everything that goes into them than their 
neighbors do. They set the pace. They’re active in 
PTA’s, clubs, civic projects, churches. Their opinions 


count. 


How about having our representative tell you more 
about how you can use our editorial screening as an 
effective lever in forming public opinion? 
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still going UP...and UP... ang UP! 


Highest ABC Weekday Circul 
Ever Reached by any 
Michigan Newspaper 


5 55 6 ] 5 highest Sunday Circulation 


in Detroit News History 


NATIONAL REPRESENTATIVES DAN A CARROLL. 110 E 42ND ST NEW YORK 17 ‘THE JOHN F LUTZ CO. TRIBUNE 


TOWER. CHICAGO ! 


Owners and Operators of Radio Stations WWJ, WWJ-FM, wwJ-TV 
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They’re saying eoodbye to Mom... 


d h 9 e@ Bag and baggage, they're headed for Obviously they're a hand-picked mar- 
an t at S home... their own, their first home. ket for your story. Obviously, this story 
And bag and baggage is all they have! will have readier acceptance in the one 


As home furnishers, young Mr. & Mrs, ™€gazine that speaks their very special, 


cood are literally starting from scratch. home-planning language. 
LIVING FoR YOUNG HOMEMAKERS is 
now being read, clipped, filed . . . used as 


for a buying guide by over a quarter-million 
you young couples. Get on their “must” list 
) | IVIN G now ... while they still need everything! 
1 , ; 

Street & Smith Publications, Inc., New York 
‘ RS 

YOUNG HOMEMAKE 
= 2 BIG FALL ISSUES 


Sept.-Oct. on sale Sept. 1 Nov.-Dec. on sale Nov. 1 


6 BIG ISSUES FOR 1950 
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Odd chap, Georgie, but sometimes— 
frankly—we find an advertiser who seems 
a bit eccentric too. 


We mean the kind who claims he wants 
to court the girls—then misses out when 
the best of feminine New York makes it- 
self available in a highly receptive mood. 


Every day the women most interested 
in the state of their wardrobes and pantry 
shelves turn—quite logically—to the news- 
paper that gives them more news of food 
and fashion than any other in New York. 


Such women are among the most de- 
sirable in the nation. Not ones merely to 
ogle the better life, they represent New 
York’s best in their ability to buy.* 


Wherever the steady-profit portion of 
the New York market lives, the Herald 
Tribune will be found. Between suburbs 
and city, the H T has a 47%-53% circu- 
lation split, almost exactly paralleling the 
retail sales split in the metropolitan area. 

Yes, if it’s the best you covet—the 
women who set the fashion for others— 
your courtship is sure to end happily with 


the Herald Tribune’s help. 


% No wonder that last year the 
H T carried more department store dress 
advertising than ever before, climaxing 11 
years as one of New Y ork’s two top papers 


in the field. 


Ran Away .. 


Get the BEST 
... and youll 
get the profit... 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the fortnight ending June 15, 1949 


is A TEMPORARY REBOUND COMING? 


The economists who serve private industry seem fairly 
well agreed that signs indicate at least a partial reversal 
of the business down-trend which we have been experi- 
encing for some months. 


The pickup, they think, will be most noticeable in the 
soft goods lines. Seasonally-adjusted department store sales 
have been in an upward trend since late March, and this 
trend is likely to continue into the Fall season, but does 
not mean necessarily that sales will top the record dollar 
figures of 1948. 


The retail inventory situation is showing real signs of 
improvement. Retail trade in units will continue on a 
higher level than production during the last half of the 
year, so Mr. A. W. Zelomek of International Statistical 
Bureau predicts, and the peak in total inventories has 
probably been seen. 


The big problem for marketers is to get people to slow 
down on their savings and spend more readily. The De- 
partment of Commerce May “Survey of Current Busi- 
ness” points out that consumer buying is down by 4 
billion dollars on an annual basis for the first four months 
of the year, while consumer incomes after taxes showed a 
loss of only 1 billion dollars. This means that there was a 
3 billion dollar increase in the annual savings rate, and 
this current saving rate projected ahead twelve months 
points to consumer savings double the 1948 figure. 


VALUE OF U.S. PRODUCTION OF 
Goods & Services 
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$10,000 PAY PER FAMILY 


One of the most widely respected private economists, 
Dr. Sumner Slichter of Harvard, says that productivity 
has been increasing about 2% per man hour in the past, 
but, “in view of the rapid growth of research, output per 
man hour could easily grow by 3% a year.” This would 
bring per family income up to about $12,900 by 1980 (in 
terms of 1948 dollars), or if we increase only at the 2% 
rate, the toral would work out at $9,540. 


Dr. Leon H. Keyserling, economic advisor to President 
Truman, told the N.S.E. members in Chicago that to 
maintain an expanding economy the country must produce 
an average of $350 billions annually in the next ten years, 
to provide jobs for our working force. Currently the out- 
put is $256 billions. (See illustration.) 


To go back to Dr. Slichter: In a New York Times 
Magazine article (May 22), he finds the present economic 
picture much more white than black. Admitting that there 
is a recession now, he feels that the balance of forces indi- 
cates that it will be neither long nor severe. 


The postponement of buying, because of its very nature, 
can not go on indefinitely. Hence the present postpone- 


ment of buying is laying the foundation for a later pickup 
in demand. 


“The success of enterprises in producing an early up- 
turn in buying will depend upon their ability to persuade 
people to step up the rate at which they replace old goods 
with new. Price cuts must be a principal instrument for 
accomplishing this result. 


“Management should not decide against reducing prices 
without taking into account the cost of not reducing them. 
If prices are not cut, buying will drop, and, as it drops. 
profits will also fall. On the other hand, if prices are re- 
duced, volume will be partly maintained, but margins will 
be cut—unless efficiency improves. 


“Consequently, business has a choice between (1) main- 
taining prices and sacrificing volume, or (2) sacrificing 
margins and doing a better job of maintaining volume.” 


To maintain full employment calls for persuading the 
people of the country to raise their expenditures for con- 
sumer goods from $177.7 billions (the amount last year) 
to $188 billions, or a little more than 5%. 


“The task of inducing people to spend about 5% more 
than last year should be a welcome challenge to the mar- 
keting skill of business. Certainly conditions are favorable 
for selling more goods, because consumer indebtedness is 
still small, and the rate of spending is still low in relation 


to the amount of money and liquid assets which people 
hold.” 


35 


WE UNDER-SPEND ON ADVERTISING 


In a talk before the New York Chapter of the American 
Marketing Association, Arno Johnson, J. Walter 
Thompson Co. vice president, developed two highly im- 
portant themes for both marketing men and top brass to 
consider. One was that during the first quarter of this 
year people saved 10.7% of their disposable income after 
taxes, as contrasted with only 6.2% a year ago, and only 
4.9% in 1940. There wouldn't be even a slight recession 
if people were spending normally. 


But why don’t they spend normally? Perhaps an impor- 
tant reason is that American manufacturers are not 
asking them to buy their products and services. 


The second big Johnson point is that the ratio of adver- 
tising expenditures to national income was only 1.8% for 
the year 1948, whereas during the 44 years of our pre-war 
growth from 1890 to 1934, the ratio of advertising ex- 
penditures to national income ranged between 3 and 4%. 


In other words, our expenditures for promotion are 
averaging only about half of what used to be considered 
normal, and this despite the fact that advertising costs are 
a unique exception to the upward trend in prices. The cost 
today to reach 1,000 or 1,000,000 or 10,000,000 people 
through advertising is about the same as it was in 1940. 


The rate for 4-color pages per thousand circulation of 
29 major magazines in 1948 was $3.57 compared with the 
same cost of $3.57 in 1940. ... The milline rate of 1,781 
daily and 511 Sunday newspapers in 1948 was $2.77 com- 
pared with $2.68 in 1940, or a rise of only 3%... . The 
cost per thousand radio homes covered by two major net- 
works is lower now than in 1940. 


And all of these costs are in current dollars, which have 
a purchasing power for other products of only 59 cents. In 


PRODUCTION OF 


jTELEVISION 
SETS = 4225 


AVERAGE PER QUARTER 


157 QUARTER 
1946 1947 1948* 1949* 
* REPRESENTS AN ESTIMATED 88% OF TOTAL PRODUCTION 


SOURCE: RADIO MANUFACTURERS ASS'‘N. 
GRAPHIC BY PICK-S, WN. Y.d 
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terms of constant dollars, this means that the cost of 
reaching 1,000 persons through advertising is about 40% 
less than in 1940. 


Most other selling costs have gone up considerably since 
1940, yet in current dollars the cost of reaching a person 
with an advertising message is the same now as in 1940, 
Mr. Johnson says, “Consider this in relation to the fact 
that real per capita purchasing power of the average per- 
son reached is up 36% since 1940. In other words, that 
individual represents a market for 36% more units at the 
present price level, yet it costs no more to tell him about 
your product. 


“It would seem that there would be plenty of oppor- 
tunity in 1949 for maintaining or expanding markets.” 


A study completed last week on the Wage Earner 
Forum conducted by Macfadden Publications, Inc. shows 
that 60% of the respondents held off buying some major 
item so far in 1949 because they feel that prices are too 
high and will come down; they have the money, the report 
shows, but they are waiting for what they consider a rea- 
sonable price. 70.2% report that they have a bank account, 
and 56.7% that they have savings bonds. More than a 
quarter of them expect to buy savings bonds this year, and 
only | in 5 cashed any bonds during the past three months. 


SIGNIFICANT SHORTS 


Changes in Television Trends: Predictions _ that 
television families would greatly cut down on their read- 
ing are blasted by a study made by two Princeton profes- 
sors among Philadelphia families which have owned 
television sets for one year or more. Radio set owners 
(who do not have TV sets) spent an average of 2.46 
hours per week reading magazines, as compared with an 
average of 3.13 hours for television owners. . . . Non-TV 
families spent an average of 1.24 hours per day reading 
newspapers, as compared with 1.22 hours for television 
owners. There are no significant differences among income 
groups. 


Once the novelty wears off, it seems that television 
families go back to their previous habits. This Philadel- 
phia survey shows that non-TV owners attend motion 
pictures an average of .82 times per week, while television 
owners go an average of .71 times per week. While there 
is a significant difference between the two groups of fam- 
ilies, the drop-off among television families is not nearly so 
great as had been predicted. So far as sporting events are 
concerned, the TV families attend an average of .71 times 
per week as against only .62 times for non-T'V homes. 


So it begins to look as though there is a big difference 
between the honeymoon period of TV ownership and the 
settling down into a comfortable marriage. 


How Many Fingers in the Industrial Pie? A study 
made by James Jump & Associates for Time Magazine 
indicates that on industrial purchases, an average of al- 
most 11 men are involved directly. Of the study so far 
completed, the range of men involved in a particular pur- 
chase goes from 5 to 28, for an average of 10.7. 


PHILIP SALISBURY 
Editor 
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What Makes a Good 
Sales Engineer ? 


BY BURTON BIGELOW AND EDWIN G. FLEMMING, PH. D. 


Burton Bigelow Organization, Management Consultants 


If you are an industrial seeking men for the sales force, are 
you sure you know what type of man to look for? This ar- 
ticle examines the intrinsic traits, academic education, and 


specialized training which combine to produce technical 
salesmen who have the best chance to stick and succeed. 


Part | of an article in two parts* 


What personal traits, what tech- 
nical education, what specialized 
training and experience combine to 
produce the best sales engineers? 

The answer to that question as it 
relates to any particular business can 
be given only after a study of that 
business. 

We believe, however, that a 
fairly wide experience with the 
selection, training, and operation of 
selling forces made up of sales engi- 
neers enables us to present some 
generalizations that are not only 
broadly correct, but also specifically 
useful to sales managers who have 
the problem of selecting, training and 


* Part II will appear in the July 1 issue 
of SALES MANAGEMENT. 


operating such a group. 

That there may be no misunder- 
standing about terms, let’s define the 
phrase “sales engineer.” 

Broadly speaking, he is a man who 
combines technical education, back- 
ground and experience with sales 
ability and experience. 

The sales engineer must be able 
to observe conditions, to recognize 
and identify the problems arising 
therefrom, and to recommend instal- 
lations, formulations, processes, op- 
erations, and procedures to meet such 
conditions and solve such problems. 


Two Types of Sales Engineers 


In our own official classification, 
we have two types of sales engineers: 


“A” and “B.” The chief distinguish- 
ing factor in differentiating these 
groups is the amount of skill and 
creative ability needed to “size up” 
a situation, identify the problem, and 
present a solution. 

Our experience indicates that more 
of such skill is needed where: 


1. The product and its applica- 
tions are comparatively new, un- 
known, and unaccepted. 


2. The product is still in the 
pioneering stage, requiring educa- 
tional selling of the basic idea, rather 
than the competitive sale of the prod- 
uct itself. 


3. The conditions and problems to 
be faced, and the solutions to be 
provided, do not fall into well stand- 
ardized, easily recognized, well 
known, and readily acceptable cate- 
gories. 


In a company where the sales situ- 
ation is such as we have just out- 
lined, the job would be classed as a 
Sales Engineer “A.” 

Our experience indicates that a 


THE SALES ENGINEER'S JOB 
REQUIRING 
FUNCTIONAL LIST Technical Selling 
— ‘and Skis and Skills 

A. Make survey call to gather facts. x 
B. Sell the survey, i.e., get permission to "get the facts.” X 
C. Make the survey. X 
D. Evaluate the conditions; identify 7 

and crystallize the problems. 
E. Submit and explain the recommendations. » 4 
F. Get an order for the recommended X 

equipment, process or service. ) 
G. Supervise installation. x 
H. Render or supervise required after-installation service. x 
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Sales Engineer “B”’ 
handle the sale of a product: 


could adequately 


1. Which is comparatively well 
known and accepted. 


2. Which has reached the staple 
or commodity stage calling not for 
educational-pioneer selling of a basic 
idea, but rather competitive selling 
of a particular product, its uses and 
differential values. 


3. Where the conditions to be met, 
the problems to be faced, and the 
solutions to be offered, fall into well 
standardized, easily recognized, well 
known, and readily accepted cate- 
gories. 


Basically, our concept is that the 
“A” man is the seller of a new, 
educational-pioneering ‘idea’, while 
the ‘“B” man is the seller of a prod- 
uct which involves acceptance of no 
new idea, but the implementation of 
an old one. 

The situation we have described as 
calling for an ‘‘A” sales engineer 
usually involves spending money 
which the buyer had not intended 
to spend. 

It also requires the salesman 
to battle and overcome obstacles 
of habit and inertia, long-standing 
methods and processes, age-old preju- 
dices and preferences which are 
often deep-rooted in the thinking of 
the technical, research, and produc- 
tion men employed by the buyer. 


Ss 


These impediments to buying, in 
our opinion, call for the highest skill 
among sales engineers—both tech- 
nical and sales skill. 

In the accompanying box, the 
somewhat over-simplified functional 
list of the sales engineer’s duties em- 
phasizes the combination of skills 
which are required in this type of 
selling. 


Basic Hiring Difficulty 


One of the chief difficulties which 
the sales manager encounters in hir- 
ing and training sales engineers arises 
from the fact that a basic interest 
in engineering is not usually accom- 
panied, in the same individual, by a 
similarly strong interest in selling. 
As a rule, men just aren’t born with 
that combination of interests. As a 
result, the sales manager is compelled 
to decide which ability, already built 
into the man, he is going to try to 
secure and which he is going to try 
to “train into him.” 

Since academic courses in engineer- 
ing and kindred technical subjects are 
widely available, well standardized 
and well recognized, the sales mana- 
ger avoids the role of technical pro- 
fessor and hires applicants with sound 
technical backgrounds gained in good 
universities. This decision is further 
compelled by the time factor: It may 
take six years to get the technical 
training required for a degree as 
chemical engineer, while six weeks 


“Wholesale, hell!—I can get it for you right from the manufacturer.” 
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ARE SALES ENGINEERS REALLY Dif. 
FERENT? This chart compares sales 
engineers with salesmen in general, and 
with engineers. The median scores of 
salesmen in general are represented by 
the ‘“‘core-line" at 50 on the scale at 
the top of the chart. Variations from 
this median, either left or right, indicate 
the difference between sales engineers 
and salesmen (solid bar), and sales 
engineers and engineers (open bar). 


training in sales technique is often 
more than the sales engineer will 
ever get at the hands of his company, 
Obviously, the sales manager chooses 
the lesser of the two time loads. 


Many Combinations Tried 


Varied experiments have been tried 
to gain the right balance of technical 
and sales talents. Some companies 
have tried the combination of a good 
force of salesmen, backed up by tech- 
nical service men. Others have tried 
just the opposite—a force of tech- 
nical sales engineers, combined with 
on-the-spot aid from a group of top- 
notch “closers.” A more frequent 
combination, which seems to over- 
weight the technical aspects of the 
job, is that of a force of sales engi- 
neers, further supplemented by a 
technical service group of men who 
go into the field on highly compli- 
cated problems. Even this service is 
further backed by an extensive—and 
expensive—laboratory at the head 
office. 

As a product moves further and 
further from the educational-pioneer- 
ing stage, where an idea must be 
sold, into the competitive _ stage, 
where only the product is to be sold, 
there comes the opportunity to move 
toward men whose talents lean more 
toward salesmanship and less toward 
technical knowledge. However, this 
is possible only where increasing mar- 
ket acceptance enables the product 
to be sold with progressively less and 
less technical knowledge on the part 
of the salesman. 

All this means, of course, that as 
the product progresses market-wise, 
from the class of a highly technical 
specialty into the class of a well ac- 
cepted staple, the hiring specifications 
can be changed, if desired, to call for 
a salesman with less technical train 
ing and with as much or more sales 
ability and experience. 


This is Part I of an article in two parts; 
Part II will appear in the July 1 issue 0 
SALES MANAGEMENT. 
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SALES ENGINEERS 
Compared to Salesmen and Engineers 
The bars in the chart show to what extent the average Sales Engineer and 
the average Engineer differ from the average Salesman. A comparison of 
the bars indicates also how Sales Engineers differ from Engineers. 
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Sales Engineer “B” could adequately 
handle the sale of a product: 


1. Which is comparatively well 
known and accepted. 


2. Which has reached the staple 
or commodity stage calling not for 
educational-pioneer selling of a basic 
idea, but rather competitive selling 
of a particular product, its uses and 
differential values. 


3. Where the conditions to be met, 
the problems to be faced, and the 
solutions to be offered, fall into well 
standardized, easily recognized, well 
known, and readily accepted cate- 
gories. 


Basically, our concept is that the 
“A” man is the seller of a new, 
educational-pioneering “idea”, while 
the “B” man is the seller of a prod- 
uct which involves acceptance of no 
new idea, but the implementation of 
an old one. 

The situation we have described as 
calling for an “A” sales engineer 
usually involves spending money 
which the buyer had not intended 
to spend. 

It also requires the salesman 
to battle and overcome obstacles 
of habit and inertia, long-standing 
methods and processes, age-old preju- 
dices and _ preferences which are 
often deep-rooted in the thinking of 
the technical, research, and produc- 
tion men employed by the buyer. 


See 


These impediments to buying, in 
our opinion, call for the highest skill 
among sales engineers—both tech- 
nical and sales skill. 

In the accompanying box, the 
somewhat over-simplified functional 
list of the sales engineer’s duties em- 
phasizes the combination of skills 
which are required in this type of 
selling. 


Basic Hiring Difficulty 
One of the chief difficulties which 


the sales manager encounters in hir- 
ing and training sales engineers arises 
from the fact that a basic interest 
in engineering is not usually accom- 
panied, in the same individual, by a 
similarly strong interest in selling. 
As a rule, men just aren't born with 
that combination of interests. As a 
result, the sales manager is compelled 
to decide which ability, already built 
into the man, he is going to try to 
secure and which he is going to try 
to “train into him.” 

Since academic courses in engineer- 
ing and kindred technical subjects are 
widely available, well standardized 
and well recognized, the sales mana- 
ger avoids the role of technical pro- 
fessor and hires applicants with sound 
technical backgrounds gained in good 
universities. This decision is further 
compelled by the time factor: It may 
take six years to get the technical 
training required for a degree as 
chemical engineer, while six weeks 


“Wholesale, hell!—I can get it for you right from the manufacturer.” 
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ARE SALES ENGINEERS REALLY Dif. 
FERENT? This chart compares sales 
engineers with salesmen in general, and 
with engineers. The median scores of 
salesmen in general are represented by 
the "“core-line" at 50 on the scale at 
the top of the chart. Variations from 
this median, either left or right, indicate 
the difference between sales engineers 
and salesmen (solid bar), and sales 
engineers and engineers (open bar), 


training in sales technique is often 
more than the sales engineer will 
ever get at the hands of his company. 
Obviously, the sales manager chooses 
the lesser of the two time loads. 


Many Combinations Tried 


Varied experiments have been tried 
to gain the right balance of technical 
and sales talents. Some companies 
have tried the combination of a good 
force of salesmen, backed up by tech- 
nical service men. Others have tried 
just the opposite—a force of tech- 
nical sales engineers, combined with 
on-the-spot aid from a group of top- 
notch “closers.” A more frequent 
combination, which seems to over- 
weight the technical aspects of the 
job, is that of a force of sales engi- 
neers, further supplemented by a 
technical service group of men who 
go into the field on highly compli- 
cated problems. Even this service is 
further backed by an extensive—and 
expensive—laboratory at the head 
office. 

As a product moves further and 
further from the educational-pioneer- 
ing stage, where an idea must be 
sold, into the competitive _ stage, 
where only the product is to be sold, 
there comes the opportunity to move 
toward men whose talents lean more 
toward salesmanship and less toward 
technical knowledge. However, this 
is possible only where increasing mar- 
ket acceptance enables the product 
to be sold with progressively less and 
less technical knowledge on the part 
of the salesman. 

All this means, of course, that as 
the product progresses market-wise, 
from the class of a highly technical 
specialty into the class of a well ac- 
cepted staple, the hiring specifications 
can be changed, if desired, to call for 
a salesman with less technical train- 
ing and with as much or more sales 
ability and experience. 


This is Part I of an article in two parts. 
Part II will appear in the July 1 issue o 
SALES MANAGEMENT. 
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SALES ENGINEERS 
Compared to Salesmen and Engineers 
The bars in the chart show to what extent the average Sales Engineer and 
the average Engineer differ from the average Salesman. A comparison of 
the bars indicates also how Sales Engineers differ from Engineers. 
= 
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ONCE ACROSS THE ENGLISH CHANNEL... Mary 
B. (for Burnett) Horton hung out of the open cockpit plane 
(This was 20 years ago.) because she wanted to photograph a 
ship below. Now how can you hold down a gal like that? 
Answer ... you can’t. And Shefheld Farms Company, Inc., 
hasn’t tried. They’ve just made her the first woman to become 


a member of the board of directors in the company’s 108-year 
history. Mrs. Horton, a tall, rangey woman, with white hair 
and the figure of an 18-year-old, is director of National Dairy 
Products Corporation’s Sealtest Consumer Service. She bosses 
a big crop of nutritionists, works in the field, coordinates con- 
sumer service activities and travels (always by plane) con- 
stantly. “Mother always said I have gypsy blood,” she ex- 
plains. She knows nutrition but you have to drag her to her 
own kitchen. Her teen-age daughter is a better cook. She was 
born in Scotland, started out as a bacteriologist for Sheffield 
and has never worked for anyone else. Her “girls” say she 


sé 


may not like cooking, but that she’s a first-rate “taster.” 


Photo by Guy Gillette 


They're in the News 


By Harry Woodward, Jr. 


ANN GOT HER GUN .... but she used words 
for ammunition. .. . / And she bagged the prize over 
40,000 shooters! Meet the pert 15-year-old redhead, 
Ann Bates, of Birmingham, who won the $500 cash 
prize, plus a trip to the recent national advertising 
convention held in Houston. The Essay Contest, 
which Birmingham’s Pride walked off with, was 
conducted by the Advertising Federation of America. 
Ann wrote an essay called “How Advertising 
Affects Our Lives,” in which she referred to adver- 
tising as “a means toward choice instead of chance, 
a guiding hand, a prophet that profits.” She knocked 
the judges in the aisle. And does she want to make a 
career of advertising? Not on your life. Medicine; 
that’s for her. She plans to use her prize money to 
help her through medical school. She’s no drone, this 
kid. When there’s a high school dance you'll find 
her cutting quite a rug. Forbes McKay, of The 
Progressive Farmer, who was chairman of the Essay 
Contest, is the lucky guy with the Belle of the Con- 
vention, 
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OUT OF COLLEGE INTO THE MORGUE... . but don't get the idea that 
Jane Trahey was dead. A liver wire would be difficult to grab. At the moment 
she’s advertising director for the fabulous Neiman-Marcus store. The irrepressible 
Miss T., Irish and proud of it, just got the coveted Erma Proetz Award for the 
gal who turned out the best advertising copy in 1948. Jane emerged from Mun- 
delein College and completely ignored her B.A. in philosophy. She went to work 
in the morgue of the Chicago Tribune. When she saw the society page coming 
her way she leaped for the nearest exist. Research with the Daily News came 
next. Research, she says, was definitely not her forte. Finally she wangled a copy 
writing job where she came into her own. She’s been with Neiman-Marcus two 
vears. They say she’s totally satisfactory to work with in any capacity except for 
a maddening habit of running a small Christmas card and book plate business at 
Christmas time, on an extra curricular basis. When they need her, someone just 
tears over to the post office and hauls her home. 


WONDER WORKER ... Mrs. Marjorie Child 
Husted, who looks like an attractive’ suburban 
matron, is the lady who has won the Croix de 
Guerre of advertising awards. She’s been named Ad- 
vertising Woman of the Year for 1949-50 by the 
Council of Women’s Advertising Clubs of the 
A.F.A. They tapped her for accomplishments as con- 
sultant in all services to women for General Mills. 
Credit her with presenting new concepts, innovations 
and practices to increase the stature of advertising. 
If that sounds too technical, listen: She developed 
the Betty Crocker radio program, one of the most 
successful of all national service programs for 
women; she was responsible for such projects as 
General Mills’ consumer service correspondence 
program, the low-budget menus it distributed during 
the depression, its home defense and rationed food 
programs. With it all she’s a modest, womanly- 
woman. She’s been an advertising woman, a Red 
Cross worker, and a school teacher. But she’d rather 
be called, merely, Champion of the American House- 


wife. 
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TURN BACK, O TIME! (top) The Years Ago 
Country Store with its mauve decade atmosphere 
was a natural for a tie-in with the introduction of 
Hitching Post foods in the Houston, Texas, market, 


STAGE PROPS: (center) The cocktail lounge of 
the Shamrock, on the day of the Gay Nineties 
party, was arranged to simulate a stable. The 
horse, Dixie, is in all Hitching Post promotions, 


TRADE-MARK: (below) Dixie's stable master is 
the Hitching Post boy, human counterpart of the 
company's trade-mark created by Walt Disney, 


= Post Foods, Inc., Savannah, a newcomer 
(age: 2 yrs.) in the crowded salad dressing field, is 
steadily extending retail distribution through the type 
of promotional showmanship that deliberately sets out 
to create and maintain a “period flavor”. or highly indi- 
vidualized “atmosphere” for the product. ‘ 

In breaking new markets, the company usually spon- 
sors a party .... not a routine press affair, but a party 
that creates enough of a local news stir to stimulate 
immediate demand and develop immediate dealer in- 
quiries. There is always a tie-up with a store opening or 
special selling event, backed with demonstration and ad- 
vertising. 

The photos on these two pages reveal something of 
the promotional background to-the opening of the Hous- 
ton market, staged in April. There was a Gay Nineties 
costume party at the new Hotel Shamrock to which 4 
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PETTICOAT RULE: (right) Hitching Post market premieres 


are carefully planned. The camera catches Mrs. Frame, 


Mrs. Cherry, and Mrs. Thomas (pres., vice-pres., and sec., 
respectively) of the firm, in last-minute management huddle. 


OLD SETTING, MODERN SALES METHODS: (right, center 
and below) In the Years Ago Country Store big or little, 
the customers get samples. The company is a firm believer 
in the power of demonstration, advertising and showmanship. 


BOTTOMS UP: (above) Even the waiters got in on the act at the Gay Nineties shindig. 
All wore handle-bars. L. to r.: Mrs. Frame, Mrs. Cherry, Hotelman McCarthy (owner 
of the Shamrock), and Cliff Davenport of Savannah, Ga., Chamber of Commerce. 


Gay Nineties Promotion 
Launches “Hitching Post’ 
In Houston 


selected list of guests known. for their wise palates and 
good taste in foods, was invited. The retail unit partici- 
pating in the Houston premiere was the Years Ago 
Country Store run by Guy Douglas and Bill Bradburn, 
owners of the Old Yale Barn in Canaan, Conn. 

Hitching Post Foods came into being when Mrs. 
C. Wesley Frame, the former Rosiland Kress, daughter 
of the late president of the Kress “dime” chain, tasted 
an unusual salad dressing served at Hitching Post Inn, 
in Aiken, S. C. Mrs. Frame bought the product, started 
to manufacture, and within months was selling to top 
drawer hotels and restaurants. Then came the building 
of retail distribution. 

he line has now expanded from the original salad 
dressing to include Jack Pot beans, a mustard cream 
sauce, Creole spiced vinegar, and a mint syrup. For 
further background, see Shop Talk, page 79 this issue. 


9 A. M. BRACER: Lily Tulip Cup's hour- 
long sales training show drew solid cheers. 
At right, Charles H. Schmidt, assistant di- 
rector of sales training, makes his point in 
the guise of a soda jerk while Paul S. 
Craigie, sales trainer, searches his sample 
case for the right cup. "It must be some- 
where,” he mutters. Lily's ‘49 sales top ‘48. 


KEYSERLING MEETS THE PRESS: Arguments advanced by Leon H. 
Keyserling (center-rear, third from left), vice-chairman, Council of Eco- 
nomic Advisers, in his speech at N.S.E. against cutting Government spend- 
ing at this time met with something considerably less than whole-hearted 
agreement in his sales minded audience. See Comment, p. 144 this issue. 


Camera View of 


For other candid photos, see pages 46-48-49. 


See page 50 for new officers and a report on 
resolutions adopted. 


As a service to N.S.E., International Business 
Machines Corp. will issue a transcript of pro- 
ceedings at the 14th annual convention of the 
National Sales Executives, Inc. held in Hotel 
Stevens, Chicago, May 23-25. 


Photography by Augie May. 


TAP ROOM SNACK: Sampling the Pabst 
buffet are, left-right: M. J. Allgier, ass't. s 
m., Glenmore Distilleries; Reid Webber, 
Webber Adv.; and James M. VerMeulen. v-P 
and general sales manager, American Seating. 


THE SHOW IS ON: Arthur A. Hood (left) program chr., gets 
fill-in from Hal W. Dotts, Chicago club prexy and gen. chairman. 


OPEN HOUSE IN 605-A: To 
please the photographer, next 
year's hosts in the Detroit club 
get together in a gin rummy 
game. L-r: George D. McCor- 
mick, secretary; Frank A. Sansom, 
s. m., Chamberlin Company of 
America, 2nd v-p; F. A. Kaiser. 
vice-president, Detroit-Michigan 
Stove Co., president; and E. A. 
Holsten, general manager, Mo- 
torola-Detroit Co.. the Ist v-p. 


$1,000 HANDSHAKE: Zenn Kaufman, merchandising director, 
Philip Morris & Co, Ltd., presents the top prize in the national 
"Selling as a Career" essay contest to Walter Murphy, Jr., whose 
essay first took the blue ribbon in the contest sponsored by the 
Sales Executives Club, Washington. This is second annual award. 


GARDNER'S CHARLIE McCARTHY: Many an unsuspecting 
sales chief found himself being quizzed by Gramp and 
Junior at the Sales Equipment Fair. Augie, the shutterman, 
caught J. C. Doyle, Ford's central regional sales manager. 


Camera View of 


N. S. E. Confab 


(Continued on page 48) 
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MINT JULEP TIME: Southern clubs were well represented at the Chicago confab. 
Among the club presidents are, |-r: F. H. Ross, Jr., pres., Charlotte, N. C., S.E.C.; Dan 
W. Lindsey, Jr., pres., Richmond, Va., S.E.C.; and Stan W. Alford, pres., Atlanta S.E.C. 


WORCESTER RINGS THE BELL: E. L. Olrich, Jr. 
(left), pres., Worcester S.E.C., accepts from Morris 
Pickus symbol of victory in N.S.E. contest to club 
securing largest number new members in past year. 


COPENHAGEN TO ST. LOUIS: Ivar Abildhoj (below-left), sales consultant and 
organizer of the first Danish S.E.C., presented his club's application for N.S.E. member- 
ship to retiring chairman, Alfred Schindler, St. Louis. N.S.E. voted enthusiastic welcome. 
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INTERNATIONAL EXCHANGE: National Sales 
Executives Director for District 28, C. MacKenzie 
King, Hamilton, Ontario, trades notes with Wes- 
ley D. Hamilton, president of the Evansville, Ind., 
Sales Executives Club, v-p., International Steel. 


SIGNIFICANT TRENDS: Sales Management's editor, Philip Salis- 
bury (left) with Henry J. Sutcliffe, president, Incorporated Sales 
Manager's Association. the British counterpart to our N.S.E. 


SALES MANAGEMENT 


“The Voice wit 
a Smile” 


“Hail ye small, sweet courtesies of life, 
for smooth do ye make the road of it.” 


Often we hear comments on the 
courtesy of telephone people and 
we are mighty glad to have them. 


For our part, we would like to say 
a word about the courtesy of those 
who use the telephone. 


Your co-operation is always a big 
help in maintaining good telephone 
service and we want you to know 
how much we appreciate it. 


hj 
BELL TELEPHONE SYSTEM ( 


A BIT OF BRAGGING: I-r: Edward J. With- 
erell, ass't. s. m., C. F. Church Mfg. and 
pres., Springfield, Mass., S.E.C.; R. B. Sawtell, 
Kimberley-Clark Corp. and pres., Fox River 
Valley S.E.C., Neenah, Wis.; and R. F. Kayser, 
pres., R. F. Kayser Trailer Co., past president, 
the Shreveport, La., Sales Managers Club. 


BEG PARDON: Roydon M. Barbour (below), 
ex. v-p, Consolidated Press Ltd., Toronto, 
scans the manuscript of S. R. Skelton, gen. 
mgr., Saturday Night Press, Toronto, on 
“New Opportunities in Canada” in marketing. 


WORCESTER DOES IT AGAIN: The Worcester 
club took top honors in the Sales Management 
Magazine award to the club doing the most "for 
the advancement of salesmen." Ray Bill (left), 
SM's publisher, presents the coveted cup to E. L. 
Olrich, Jr., president of the Worcester, S.E.C. 
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HIT OF THE PARTY: The organ grinder and 
the monkey were a smash success at the 


Camera View of 


N. S. E. Confab 


Pabst Buffet Supper. That's Sam G. Wing- 
field, Geare-Marston, Inc., treating. Inset are, left to right, Gene Biron, Pabst Sales 


Co., and |. 


E. Harris, vice-president and general sales manager, Pabst Sales Co. 
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BIRMINGHAM SCORES: Ray Bill (left) presents the Raymond Bill Award to 
R. S$. Bohannon, manager, Pittsburgh Plate Glass Co., and president of the 
Birmingham Sales Executives Club. It goes to the club deemed by N.S.E. judges 
"to have shown evidence of contributing the most to the individual advancement 
of sales executives and the advancement of sales management as a science.” 


DURAGLAS CENTER: Owens-Illinois Glass Co. sales executives (below) rendez- 
vous in Chicago. L-r: Leland S. Connick, director of District 24, and ass't. 
g. s. m., Pacific Coast Div.; H. C. Knepper, ass't. to g. s. m., and pres., Toledo 
S.E.C.; and T. E. Manwarring, Los Angeles, branch manager, Pacific Coast Div. 


CLUB SHOP TALK: Lillian M. Plomley, 
ex-sec., Detroit S.E.C.; Harry White, sec., 
S.E.C. of New York; and Margaret C. 
Smith, Chicago Sales Executives Ciub. 


TRYING FOR THE TOP 10: At the Sales Equipment Fair, Belnap & 
Thompson displayed dozens of sales incentive prizes and asked sales 
chiefs to guess identity of most popular 10. With B & T's A. H. 
Vodegel looking on, L. T. Thomasma, ass't. g. s. m., The Todd Co., 
tries his luck. More than 50 concerns exhibited at Sales Equipment Fair. 


THE HOUR OF RECOGNITION: Members of N.S.E. had ample reason 
to be proud of their organization as President Robert A. Whitney 
clocked N.S.E.'s accomplishments: 11,286 members, 86 clubs, 140 cor- 
Porate members (43 a year ago), and a budget of $125,000 this year. 
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N. S. E. Elect Motley, 
Adopt 9-Point Plan at Chicago 


The 14th annual convention of the 
National Federation of Sales Execu- 
tives, which drew more than 800 
delegates from all parts of the Nation 
to Hotel Stevens, Chicago, on May 
23-25, is history. The national voice 
of selling goes into its 15th year with 
a new name—National Sales Execu- 
tives, Inc.—and an even brighter 
future for its 86 affliated clubs and 
its 11,286 members. 

Statistically, N.S.E.’s record of 
progress in the past year is impressive. 
Rounding out his first year as the first 
paid president of N.S.E., Robert A. 
Whitney reported to the delegates at 
the convention that their organiza- 
tion consists of: 

86 clubs (82 a year ago). 

11,286 members (9,479 a year 
ago). 

140 corporate members (43 a year 
ago). 

The current budget is $125,000 
(It was $90,000 a year ago). 

The 14th International Distribu- 
tion Congress and Sales Equipment 


ARTHUR A. HOOD, 
Elected First Vice-Chairman. 


Fair attracted delegates from more 
clubs—especially from. smaller cities 
—than ever before. This is a reflec- 
tion of increased membership and club 
activity in these cities as the base of 
the N.S.E. broadens. This trend is 
recognized in the photo coverage on 
pages 44, 45, 46, 48, and 49. 

N.S.E. unanimously voted to ac- 
cept the application for membership 
of the Danish Sales Executives Club. 
The application was presented by its 
organizer, Ivar Abildhoj, sales con- 
sultant, of Copenhagen. 

The second annual award in the 
“Selling as a Career” contest went 
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to 18-year-old Walter J. Murphy, Jr., 
Washington, D. C., who outthought 
and outwrote 12,000 high school stu- 
dents. Young Murphy won top hon- 
ors in the local contest sponsored by 
the Sales Executives Club of Wash- 


JOHN R. DAVIS, 
Elected Second Vice-Chairman. 


ington. N.S.E. presented him with a 
check for $1,000. 

For the second year, the Worcester 
Sales Executives Club took club 
prizes. Worcester won the award for 
the club with the largest increase in 
membership. Membership rose from 
151 to 391, up 104.5%. Worcester, 
which last year took the Raymond Bill 
Award, this year won the blue ribbon 
in the SALES MANAGEMENT Maga- 
zine Award “for the advancement of 
salesmen.”’ (See photos on page 48). 

The 1949 Raymond Bill Award 
went to the Birmingham Sales Ex- 
ecutives Club. (See page 49 for the 
photograph of R. S. Bohannon, Bir- 
mingham’s president, accepting the 
prize lectern from Rav Bill.) 

The club membership *award was 
made to two clubs. The Rockford- 


WESBY R. PARKER, 
Elected Third Vice-Chairman. 


Rock River Sales Executives Club 
was cited as the club with the largest 
percentage of increase in members, 
Rockford’s membership in the past 
year shot up 152%, from 44 to 113 
members. 

The resolutions committee, which 
by custom consists of past presidents 
and past chairmen, and which was 
headed by N.S.E.’s first president, 
Ray Bill, publisher of SALEs Man- 
AGEMENT, presented 9 resolutions, 
which were adopted. They: 

1. Urged that the Secretary of 
Commerce be the spokesman in Goy- 
ernment for business in the same way 
that the Secretaries of Agriculture 
and Labor are spokesmen for farmers 
and labor. 

2. Requested that N.S.E. use full 
information to combat unfair attacks 
on selling. 

3. Asked state and local Govern- 
ments not to raise taxes and to reduce 


EVERETT MERRILL, 
Elected Treasurer of N.S.E. 


or eliminate excise and luxury taxes. 

Resolution No. 4 is quoted in full: 
“Resolved, that the right of salesmen’s 
unions to strike be made a matter for 
public discussion, to the end that all 
people both in and out of Government 
may accurately understand the po- 
tential dangers involved in the sales 
sphere where unwise action of a rela- 
tively few people may seriously and 
permanently affect the employment 
opportunity and welfare of many, 
many people who would not be 4 
party to any such dispute, all this to 
the further end that sound restrictions 
on the right of salesmen’s unions to 
strike can be made a part of the law 
of the land if, in the light of full con- 
sideration, such restrictions are then 
deemed to be in the public interest.” 
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Local boy still makes good...and fast! 


Separated from the Marines in ’46, Dwight. Moser 
came home to his wife Dorothy Ann in Dallas County, 
la.... With $2,000 in cash, and a half interest in a 
herd of nine Holsteins, he started to farm 180 acres 
under a partnership agreement with his father. 

Dwight Moser knows his business, is 
a glutton for work, handy with tools 
and ingenious. . 


. Tractors were hard 
to get in °46, so he picked up four 
horses and used machinery, piece by 
piece, at low prices .. . contracted his 
heaviest field work but did almost 
everything else himself—put in an 
electric water heater and water softener, helped install 
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a pressure water system and bathroom...cut corners 
wherever possible, swapped services with neighbors. 
And started off his second year on his own. 

Today he works 227 leased acres...milks a dozen 
milk cows, keeps 300 spring pigs, feeds some cattle, 
has 1,300 hens. The horses have been replaced by a 
tractor, the old machinery by new, at list prices. He 
has equipment, livestock, and know-how enough to 
Operate a big farm, is in no hurry to buy land... 
And his neighbors have elected him President of the 
Walnut Township Farm Bureau. He’s come a long 
way in three years, and will go further . . . proves 
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that modern farming offers a good living and plenty of 
opportunity for the right people!... Every advertiser 
can learn a lot aboui today’s farm sales potential—by 
reading ““They Set a Fast Pace for Beginners,” in 
SUCCESSFUL FARMING for June, page 44. 


Most missed marke? ... are the best farm 
families in the 15 Heart States... with the richest 
soil, largest property investments, highest yields... 
and more spendable surplus than their urban income 
equivalents. Of SuccressruL FARMING’s 1,200,000 
subscribers, a round million farm families in the Heart 
States averaged $10,065 gross income in 1948... 
almost $4,000 above the US farm average... are 
the best class market in the world today! To make 
national advertising really national, you need this 
market and medium. Full facts, any office. SUCCESSFUL 
FARMING, Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 
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5. Pointed to the need to educate 
people at home and abroad “of the 
true function and service of selling 
and of sales management in the eco- 
nomic scheme .. .” 

6. Asked for a two-year mora- 
torium on basing points. Raise postal 
rates only a moderate percentage in 
any one year. Let Regulation W 
(credit restrictions) lapse. 

7. Urged that the Department of 
Commerce make studies on costs of 
distribution and inform the public of 
distribution’s role. 

8. Recommended that Hoover 
Commission studies, as they relate to 
distribution, be put into effect. 

9. Oppose communism, socialism 
and statism. 

For 1949-50, the National Sales 
Executives, Inc., chose as their officers 
the following: 

Chairman: Arthur H. Motley, 
president, Parade Publication, Inc., 
New York City, succeeding Alfred 
Schindler, former acting Secretary of 
Commerce, and president, Alfred 
Schindler Co., St. Louis. 

Ist Vice-Chairman: Arthur A. 
Hood, vice-president, Vance Publish- 
ing Co., Chicago. 

2nd_ Vice-Chairman: John R. 
(Jack) Davis, vice-president and di- 
rector of sales and advertising, Ford 
Motor Co., Dearborn, Mich. 

3rd. Vice-Chairman: Wesby R. 
Parker, vice-president, General Foods 
Corp. in charge of the sales division. 

Treasurer: Everett Merrill, presi- 
dent, Merrill & Usher, Worcester, 
Mass. 

Directors at Large: Hal Johnston, 
Rochester; G. J. Ticoulat, San Fran- 
cisco; C. T. Burg, Cleveland ; Dan R. 
Hudson, Birmingham. 

Past Chairman Directors: Alfred 
Schindler, St. Louis; Gene Flack, 
New York City. 

International Vice Chairman for 
Canada: Stuart Philpott, Toronto. 

Regional Directors: Eastern, Ray 
T. Crowell, Niagara Falls; Southern, 
Stan Alford, Atlanta; Southwestern, 
Ben Smith, San Antonio; Western, 
Boyd Gibbons, Los Angeles; North- 
western, Charles K. Wiggins, Seattle ; 
Midwestern, Ralph Keller, Chicago. 

District Directors: No. 1, James 
T. O’Connor, New Haven; No. 2, 
Frank Connolly, New York City; 
No. 3, Wilbur Bean, Albany; No. 4, 
Victor Noel, Rochester; No. 5, Niel 
Adam, Philadelphia; No. 6, R. War- 
ren Graffam, Pittsburgh; No. 7, 
Wayne Westfall, Cincinnati. 

No. 8, George McCormick, De- 
troit; No. 9, Elmer Krueger, Indi- 
anapolis; No. 10, H. W. Adkins, 
Milwaukee; No. 11, Carl Sorby, 
Rockford; No. 12, Ed Hampe, St. 
Paul; No. 13, Ed Nicholson, Daven- 
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port; No. 14, Fred Powers, St. Louis. 

No. 15, George Smith, Washing- 
ton; No. 16, Tom Asbury, Atlanta; 
No. 17, Tallie Gardner, Louisville; 
No. 18, Rush Stallings, Montgomery ; 
No. 19, T. M. Salisbury, Jackson; 
No. 20, R. J. Jones, Oklahoma City; 
No. 21, Leo Shoemaker, Dallas. 

No. 22, Carl Kreiner, Houston; 
No. 23, Dan Kamphausen, Denver; 
No. 24, L. S. Connick, San Francisco; 
No. 25, Ben Chaffey, Los Angeles; 


No. 26, Don Sloan, Portland; No, 
27, A. E. Wilkinson, Montreal; No. 
28, C. M. King, Hamilton; No. 29, 
Harvey Lemmon, Winnipeg. 


The Chicago Sales Executives Club 
was host to N. S. E. The Chicago 
club president, Harold W. Dotts, 
vice-president, Jewel Tea Co., dou- 
bled as chairman of the convention 
committee. 


All photographs are by Augie May. 
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en FAIL Ce? 


Orderhelper ... 


Developed by Gartner and Bender, Inc., greeting card publishers, Chi- 
cago, the Orderhelper keeps Everyday greeting card stocks always filled. 


For many years, explains Gartner and Bender management, limited-price 
variety stores ordered greeting cards from large sample books or from boxes 
filled with mounted cards. These were bulky for salespeople to handle. They 
accumulated dust, took up valuable space, and cards were often misplaced. 
“We set out to find a solution to the inconveniences of card ordering.” 


The Orderhelper is small enough to fit in a desk drawer or on a shelf 
under the greeting card counter. It can be easily grasped in one hand. It 
consists of a streamlined plastic case with a transparent top. Enclosed in it 
are a number of checkbook size booklets, brightly bound. One booklet tells 
how to use the Orderhelper. The other booklets show pictures of each card 
in the Gartner and Bender Everyday line of greetings, together with verse, 
price, and order number. The classification of cards in each booklet are 
listed on the cover for convenience in choosing the one from which to 
order. Pictures are large enough to give clear presentation of each design. 
Also included in the case are order blanks, return address envelopes, and 
a few sample cards. Booklets are brought up-to-date three times a year, with 
each new line of cards. 


Complete with contents, the Orderhelper weighs less than three pounds. 
The plastic case keeps the booklets clean. 


Since the first of the year the Orderhelper has been distributed to more 
than 6,000 chain and independent variety stores. ““The deaier, says Gartner 
and Bender, “now has a complete, easy-to-handle file of cards from which 
to order at any time. 
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Start diggin' now if you want 


"Ditch-Digging" Advertising in 1950: 


To fit your plan for low-cost production of profitable 


business in this buyer's market, advertising must be 


soundly based on thorough study of all the factors 


that promote or deter the purchase of your product. 


Powerful a sales tool as advertis-— 
ing can be,it's no miracle-worker. 
It won't do the job you want it to 
do under today 's competitive con- 
ditions, unless you and your adver- 
tising crew work together toward 
the solution of four important 
steps: 


As Find out who and where your 

best prospects are today. (To- 
day's conditions do not permit 
wasting sales time or advertising 
coverage on potentially unprofit- 
able accounts.) 


Re Find out for sure what your 
best sales approach is today 
. how to sell by helping people 


buy your product. (A mighty tough 
chore unless you know in advance 
what they really think about your 
product and-why they think it, to- 
day -- now that they have a free 
choice. ) 


3.  Then(and only then) determine 

what to say to improve pros- 
pects! viewpoints; to reduce the 
prejudices and confusions that ob- 
struct low-cost selling. 


4. Decide what tools to use for 

telling the right story to 
the right people -- at the right 
time -- with the right frequency 


(magazines, newspapers, radio, di- 
rect mail, display, or whatever me- 
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THE SCHUYLER HOPPER Co. 


12 East 41st Street, New York 17, N.Y. + LExington 2-1790 


*“‘DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY” 


chanical means of transmitting ide- 
as and information may be indicated 
for the purpose of doing so much of 
the telling in selling that your 
salesmen are freer to use their 
costly time in closing sales). 


The first sales executive in 

each field who works this out 

thoroughly and acts upon it 

will have a great competitive 
o advantage. 


This thoroughly realistic approach 
to advertising and selling comes 
out of the field, not off the cuff. 
It takes effort, time, and money. 
(We know; we own and operate a 
sales company -- Hopper Products, 
Inc.) It balances inspiration 
with sweat. It gets results at a 
lower cost per sale than advertis- 
ing and selling based on uncon- 
firmed "ideas" can possibly pro- 
duce. : 


We've put together a little 20-page 
booklet called, "'Ditch-Digging' 
Advertising That Sells by Helping 
People Buy. " reg.u.s. Paton. Lt aescribes 
a pattern for the sort of advertis- 
ing that's fueled by sweat. We'll 
be glad to send a copy to any sales 
executive who thinks it's time to 


give his company's ; 


use of the printed 


word more muscles. DITCH DIGGING 


ADVERTISING 


thar sells by 
helping people buy 
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Move more of your product 
in San Francisco’s ‘BEST CIRCLES” 


Our Trading Zone’s Your 
BIG Sales Target! 
Sales Management’s 1949 copyrighted survey 


gives this picture of the close-knit, 9-County 
San Francisco Bay Area market... 


People: 69.3% outside San Francisco, 
30.7% inside 

Family size: 3.16 persons per family 
outside, 2.84 inside 

Food sales: 68.9% outside San Fran- 
cisco, 31.1% inside 


... facts which help explain why the San Fran- 
cisco market is a lot more like Pittsburgh 
than it is like Milwaukee. And point to The 
Chronicle as a natural first-choice buy! 
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50} Mi. 


To sell our better-buying suburban 
families along with preferred city folks... 


The Chronicle is your first buy 


VER BEEN puzzled to note that The Chronicle leads consistently 
EK in department store linage, for example—yet is not first in 
city zone circulation? Look to trading zone coverage for the an- 
swer. In suburbs and “The City,” The Chronicle sells where sales- 
potential is substantial. It registers brand names where buying 
power mounts highest. It belongs where the best retail advertisers 


put it year after year —top of the list for San Francisco market 
campaigning! 


San Francisco Chron icle 


DELIVERS “BEST/CIRCLE” QGOVERAGE 
IN TRADING ZONE AND ¢ITY TOO 


SAWYER, FERGUSON, WALKER CO., National Representatives 
.. . New York*Chicago “Detroit’- Atlanta - San Francisco - Los Angeles 
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Training at the Retail Level: 


Even “Big Steel” Is Doing It 


BY ANGELO Di BERNARDO 


The don't-know-and-don't-care man or woman behind the 


retail counter is a problem for industrial and consumer 
goods company alike. Here's the story of the way U. S. 
Steel has headed into it—and even begun to crack it. 


It’s a long way from the glare of a 
Bessemer converter to the quiet bustle 
of a department store sales floor— 
but the retail level is just where 
United States Steel, the Nation’s 
largest steel producer, decided it had 
a selling job to do. 

The trick was to figure out the 


best way to handle the problem of 
selling steel as the product-behind-the- 
product and then to go ahead and do 
it. No one had ever tackled the job 
for steel, although aluminun, plastics, 
brass and other basic producers had 
promoted effectively on the retail 


level. The story of how VU. S. Steel 


SING SOMETHING SIMPLE: Mindful of the fact that training materials for' retail sales- 
People must be reduced to ABC's. United States Steel Corp. boiled down the facts and 
Packaged them in a series of short booklets, long on_ illustration, short on copy. 
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initiated and carried out its “Sales 
Helps” program is packed with sug- 
gestions for other producers faced 
with similar problems. 

Market developers at U. S. Steel 
figured that steel had too much ton- 
nage in consumer items these days to 
let retail salespeople continue with- 
out a good idea of just why steel was 
good for particular products and why 
specific kinds of steel were so good in 
specific items. 

Days when 85% of steel’s output 
went into bridges and heavy construc- 
tion are long gone. And, since other 
basic producers had effective sales 
training programs working for them, 
that seemed to be the best way to get 
into the problem. 

Take your own experience. You 
walk into a department store for a 
refrigerator and what does the sales- 
person talk about? He tells you about 
storage space, convenience and per- 
haps the motor the machine has. 
About the casing, he just looks wise. 
He doesn’t know enough about porce- 
lain enamel to use it as a strong selling 
point. No one has bothered to tell 
him. 

Or worse—from steel’s viewpoint 
—take the case of the lass with 
kitchen furnishings. Two tables are 
there on the floor. One has a plastic 
top. The other is topped with porce- 
lain steel. About plastic, the girl 
knows maybe a little. She can at least 
say it’s newer. But porcelain steel is 
just something that’s been around for 
a long time so far as she’s concerned. 
The same thing applies to the differ- 
ence between a five-and-dime hammer 
and one of finer tool steel—and to 
any number of other products. 

However, there was still the ques- 
tion of whether or not the job was 
one for U. S. Steel to undertake. 
After all, it did involve the sale of 
products not actually produced by the 
company or its subsidiaries, but rather 
by manufacturers who were customers 
of U. S. Steel. It was, in short, an 
industry-wide job. 

What finally convinced U. S. Steel 
to take on the job was the point that, 
if products containing basic materials 
other than steel were sold, then that 
cut into the need for steel just that 
much. And if appliances and furnish- 
ings with steel in them didn’t move, 
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then U. S. Steel couldn’t gets its fair 
shot at the tonnage involved on a com- 
petitive basis. A cut in steel’s use 
meant a proportionate cut in the 
amount of steel the company could 
sell to manufacturers. 

But you don’t just decide to have a 
program and then go ahead and have 
it. There’s the job of careful plan- 
ning to keep from going off half- 
cocked—starting something and then 
not being able to carry it out—which 
really begets more ill-will than good- 
will. There was the question, too, of 
whether or not retailers themselves 
would appreciate the program. 

The first U. S. Steel retail training 
idea stirred back in 1940. Feelers 
went out, too. Casual calls on mer- 
chandising training people to ask them 
if they didn’t think maybe such a 
program would be valuable. Well, of 
course it would be. ‘The next step was 
to go ahead and do something about 
it. Just about the time something con- 
crete was going to happen, the war 
came along and the program was 
shelved “for the duration,” as the 
phrase went. 


Starts Plan After War 


But with war’s end the Market 
Development Division of Carnegie- 
Illinois Steel Corp., a U. S. Steel 
subsidiary, picked the plan right up 
again and took on the responsibility 
for working it out. 

According to Robert C. Myers, 
manager of market development for 
Carnegie-Illinois: ““We planned our- 
selves a whopper of a retail sales 
training manual. It was going to be 
factual and so crammed with the ad- 
vantages of steel that anyone who 
read it couldn’t help but know all 
there was to know about the field. 

“But we didn’t want to take any 
chances on the book without testing 
it. We were proud of the job we had 
done. We put a lot of time and money 
into it. We decided to take it to sev- 
eral retail sales training directors in 
department stores and also to pro- 
fessors of merchandising at several 
universities. All of them agreed we 
had a fine book and that the small 
handbook style was very handy, too. 
Only trouble, they said, was that 
salespeople would not bother reading 
it. So we started all over.” 

From those conversations with sales 
training people, the market developers 
decided to try a different tack. Instead 
of putting all information into one 
handbook—that would have come out 
thicker than a Boy Scout’s bible and 
twice as dull—they decided to put out 
a series of 15 smaller books, each one 
dedicated to some particular kind of 
steel or its use. These books measured 
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The facts bear repeating. The same money will buy 9g S0ns an 
- . . é Ci i 

newspaper pages or 78 daytime hours in Denver... all hit 
an “impact-ratio” of 812 to 1. New .Y 
Chicag 


Your message may reach a potential .of 216,147 fam Cleye|, 


lies through Denver’s largest newspaper or 196.563 § Washi: 


families through KOA...an audience-ratio of 2.3 tol. San Fr 
Denve 
Schene 


Your NBC Spot salesman has similar media compat 
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Denver’s Largest Newspaper 


9 full pages 


37 quarter pages 


Total Circulation (ABC)—216,147 


KOA— Denver’s Leading Station 


78 daytime hours 


195 daytime quarter hours 


Tot. BMB Daytime Audience 
Families — 496,563 


y9@Sons in all the markets listed below. Write, wire or 
_.. all him for the complete story. 


New. York . 
Chicago 


. + . 7 ° © . . ° WNBC 
+ . . . . 7 * + + - . WMAQ 


- Cleveland ° bd ° * « . . 7 7 ~ + . WTAM 
563 f Washington 


» |. PSan Francisco . 
Denver . 


ar Schenectady 


s+ 6s Ss &@ So © Bee 
$27. ev eee ee + +e oe 


SPOT SALES 


New York: Chicago - Cleveland: Hollywood - San Francisco * Washington: Denver 


BBSRBRSELLLLALNS 
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Y% by 6% inches and copy was as 
light as possible, with illustrations 
to match. 

This time the professors and train- 
ing people liked the idea. Copy was 
pre-tested in several Pittsburgh de- 
partment stores, too, to make sure 
salespeople would like it. 

However, one more question re- 
mained: Would there be sufficient 
demand for the booklets to warrant 
the program? To get a quick “yes” or 
“no,” U. S. Steel mailed a letter and 
questionnaire to 1,000 department 
stores. The letter said simply that 
U. S. Steel and its subsidiaries were 
planning to do a retail sales training 
job. It also asked for information 
stores don’t ordinarily like to hand 
out. 

The questionnaire asked for names 
of merchandise managers in charge of 
houseware, major appliances and fur- 
niture; names of buyers in charge of 
each of those three departments ; name 
of the sales training director and the 
number of salespeople in the depart- 
ments mentioned. 

This letter went out in January, 
1948. A follow-up to stores that did 
not answer went out in February and 
another one in June. With the follow 
ups went a 16-page, 8% by 11 bro- 
chure which also explained the pro- 
gram, but in more detail. and in the 
same style planned for the sales help 
booklets. By the time all replies were 
in, 733 stores out of the 1,000 had 
replied with full information—an un- 
expectedly gratifying response. 


Uses Became Apparent 


By this time, a few more uses for 
the booklet program became apparent 
to the market developers. Since the 
booklets would go out over a three- 
year period—one every three months 
or so—they would serve to keep the 
U. S. Steel label in front of the 
public’s eye against the day when the 
steel situation would open up.a bit. 
Even the Sales Department—typical 
of all sales departments—usually 
eager for all promotions of this kind 
to take the strong selling angle, was 
quick to see the value of this. 

There was the idea, too, that the 
manufacturers themselves would ap- 
preciate the U. S. Steel efforts in their 
behalf. So # letter went out to these 
manufacturers. It said simply that the 
program was planned and carried 
with it a copy of the first booklet. Al- 
though the letter stated that the in- 
formation contained in it would be 
so basic that the manufacturer’s field 
people probably wouldn’t be inter- 
ested, scores of kitchen furnishing and 
major appliance manufacturers asked 
for them. Their remarks ran to the 
effect that sales training helps can’t 
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be too basic or simple to be put to 
good use. 

Five booklets have been released to 
date. The sixth is going out currently. 
The first, naturally enough, tells 
“The Inside Story of Steel.” Subse- 
quent booklets for Carnegie-Illinois— 
U. S. Steel’s basic steel subsidiary— 
include ‘The Inside Story of Stain- 
less Steel,” ‘““The Inside Story of How 
Stainless Steel Is Used” and “The 
Inside Story of Porcelain Enamel.” 

Two other booklets have been 
issued for the American Steel and 
Wire Co., another U. S. Steel sub- 
sidiary. These tell ‘““The Inside Story 


VACATION 
CLUB CHECKS 
of $878,061 
Set All Time 
Worcester Record 


of Premier Spring Wire” and “The 
Inside Story of How Premier Spring 
Wire Is Used.” 

The booklets are bright and light. 
Printed in two colors—red and black, 
with liberal use of screens for effect 
—they are long on illustration and 
short. on copy. And the U. S. Steel 
Corp. isn’t mentioned until the very 
last page, except for a trade-mark 
on the front cover. 

Typical of the simple way the copy 
is handled is this quote from the first 
booklet: “Steel can really take it. It 
takes a whale of a lot of banging to 
ruin an article made of steel. The 


Worcester has the money — $878,061 — ready 
to spend on a vacation, and on the 
Over four-fifths of a 
million dollars in cash has just been paid out to 
Worcester families in Vacation Club Checks by six 
local banks. For the next three months a sizable 


merchandise to go with it. 


percentage of these dollars will buy hundreds 


of vacation prerequisites. You can capture your share 
of these purchases with advertisements in the 


Worcester Telegram-Gazette, the newspapers 
which blanket the area. Daily circulation in excess of 
140,000. Sunday over 100,000. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F BOoTH PubGsher 


MOLONEY, REGAN & SCHMITT, INC., 


NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


Wk 


mo 


73% SAID YES: When 1,000 department 
stores were queried for lists of manage- 
ment personnel and numbers of retail sales- 
people to whom copies of manuals should 
be supplied, 733 came through. Stores 
want well designed training materials. 


same toughness and hardness that are 
used in a steel coal shovel or a giant 
bulldozer can apply to a delicate tray 
or a finely finished table.” 

As one sales training director at 4 
Pittsburgh store says: “If more manu- 
facturers got their stories down to an 
easily understandable level, the way 
these books do, why our salespeople 
would be equipped with much better 
information for selling their products. 
And that would work to the benefit of 
every one concerned.” 

From Carnegie-IIlinois’ original 
mailing to the interested department 
stores, the mailing list has mush- 
roomed to 1,433 department store 
buyers and merchandise managers; 
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WKY-TV Studio on Wheels... . 
a completely equipped 
mobile unit. 


yO iidsdob Lista dina 


& 4 . ill 
emia 
venti nao 


There’s new magic in the heart of the Southwest! 


It’s television over WKY-TV... opening a bright new 
market for TV advertisers, right in the middle of the great 
Southwest where business is best. And it’s hitting the market 


with unprecedented impact! 


, . MAIN STUDIO... in 
And no wonder! Because WK Y-TV has its taproots in the Little Theatre, Oklaho 


popularity gained from WKY’s 25 years of AM broadcasting. —_ Municipal Auditorium 
It enters the market with the super sales power that only the 
call letters ““WKY” can give a station down here. 


This means that when you “buy” WKY-TYV, you get more Pe 
° fee Teer 
than a picture on the kinescope. You get WKY’s prestige and ar i} atal 
acceptance behind every television message. ; ° a a aah 


A quick call to your local Katz representative will repay 


you with information about the few availabilities still open. TRANSMITTER... eg 


' to handle all W 
THE WORLD'S TALLEST TELEVISION ANTENNA .. . AM and FM 
Built on top of the WKY-AM radio tower... 
966 feet above the ground. 


OWNED AND OPERATED BY 


THE OKLAHOMA PUBLISHING CO. 


WKY, Oklahoma City* The Daily W KY 
Oklahoman « Oklahoma City nn 
Times « The Farmer Stockman 


REPRESENTED BY CHANNEL 4 e OKLAHOMA 
THE KATZ AGENCY, INC. 


"You forgot our founder's picture!” | 
“I 7 


When ads need revision, and when you run into 
production delays, make. up lost time with the 
speed of Air Express. This “fastest way’”’ service 
cuts whole days off shipping time. Plates, mats, 
printed matter can go coast to coast overnight. 

Use Air Express to keep down production over- 
time, too. You can ship later and use the extra 
hours to put through the job on a regular basis. 
Low rates include fast door-to-door service. 


FACTS on low Air Express rates 


Artwork (5 lbs.) goes 1200 miles for $2.20. 

Display pieces (18 lbs.) go 600 miles for $3.40. 
(Includes door-to-door service and valuation coverage.) 
Only Air Express gives you all these advantages: 
Special pick-up and delivery at no extra cost. You get a 
receipt for every shipment and delivery is proved by sig- 
nature of consignee. One-carrier responsibility. Assured 
protection, too—valuation coverage up to $50 without 
extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, 
Railway Express Agency. And specify “Air Express 
delivery”’ on orders. 


Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE u.s. 
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MANUALS AT WORK: Circulation is go- 
ing up, up, up. Says a U. S. Steel spokes. 
man: “It might even develop into a public 
relations program doing a lot of good." 


602 department store training direc- 
tors, and 1,588 manufacturers of 
household appliances. Bulk shipments 
of 11,019 books go out to department 
stores for trainees and another 8,593 
to 220 manufacturers for further dis- 
tribution. 

Mr. Myers stresses another aspect 
of the program’s popularity in addi- 
tion to those already mentioned : 

“We keep getting letters from 
people telling us that they think we're 
doing a swell job with the program 
—letters from people we never wrote 
to and who, so far as we knew, 
weren't even aware of the plan. Aside 
from just mentioning the program in 
a business paper advertisement or two, 
we've not said anything about it at 
all except in letters that went along 
with the booklets, and this unexpected 
praise is very sweet, indeed.” 

Public announcement of the pro- 
gram was limited to news releases an- 
nouncing the program in general and 
then subsequent releases from the 
U. S. Steel Public Relations Depart- 
ment, telling of new booklets as they 
went out. 

Mr. Myers sums up the program 
neatly: ““What started out as a simple 
retail sales training program is really 
booming. With all the requests that 
we're getting from librarians and even 
from schools—requests that we aren't 
even able to take care of yet—t 
looks like what started out to be 4 
program just for retailers is doing 4 
good job for us in the trade and might 
even develop into a public relations 
program that will subsequently do us 
a lot of unexpected good with the 
public besides.” 
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L. A. Execs Give Youngsters 
First-Hand Look at Sales Jobs 


This year the Los Angeles Sales Executives Club gave some 


real meaning to Boys’ Day in Industry. They scattered 


400 high school kids in a hundred or more companies where 


many for the first time saw sales routines in operation. 


What happens on Boys’ Day in 
Industry too often is this: The boss 
brings in John Green, painfully 
cleaned-up student at Jefferson Poly, 
and introduces him to a startled de- 
partment manager. “This is the day 
the boys take over and run business,” 
he explains. “Show him how you 
operate.” 

So, for 15 minutes the department 
manager and the boy feel like a 
couple of strange bulldogs. The boy 
wonders what it is all about, then 
finally goes away, saying he thinks he 
understands everything. The manager 
is relieved. 

This year for the first time the 
Sales Executives Club of Los Angeles 
participated in Boys’ Day, taking 
charge of 400 high school students. 
Committee members who took charge 
believe much was accomplished. 


Selling Means Retail? 


To most boys in High, selling 
means retail—clerking. “That had 
been brought out in a recent essay con- 
test. Sales executives were amazed. 
The committee took that as a meas- 
ure of the job that could be done. 

Starting a month ahead, they sent 
a quiz-paper to more than a hundred 
Los Angeles firms in retail, oil, air- 
craft—every type of business doing a 
selling job. Would they participate? 
How many boys for the sales and 
other departments? What time should 
they report, to whom, where? How 
long would they stay? 

Suggestions: attendance at a sales 
meeting; tour of plant to see where 
sales figure; explanation of require- 
ments to get a sales job; chances for 
advancement; tours with good sales- 
men. 

Response was excellent. A com- 
mitteeman was assigned to work with 
each firm, developing its boys’ pro- 
gram. He worked also with high 
school principals, assigning boys to 
Places where they would really learn 
something. 

In a large retail store 10 boys 
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asked for and were assigned to sales 
and associated departments—various 
phases of selling, merchandise man- 
agement, advertising, office work, 
credits and collections. Each boy 
stayed four hours, spending two hours 
in a department. Then the boys had 
lunch in the store, after which there 
was a quiz session with the “brass,” 
to get things straightened out in their 
minds. 

An oil company assigned four boys 
to tours with salesmen who sell to 
independent service stations, large in- 
dustrial users of fuels, the marine 
department, and to a tank truck tour 
out into the orange grove, selling to 
agricultural customers. 

- A chemical manufacturer with cus- 
tomers in Hollywood took one boy 


with him while calling on movie pur- 
chasing agents. He showed him some- 
thing about selling—also the only 
open gate into the studios: The P. A. 
has no studio cop guarding his door. 
School authorities assigned boy stu- 
dents according to the programs de- 
veloped for each business firm coop- 
erating. For advertising, there were 
boys who were not only studying that 
subject, but standing well in their 
work. In less than five years, many 
of these boys will be hosts to Boys’ 
Day students now in the grades. 
Boys’ Day takes from a half-dozen 
hours to several days of executive 
time. “What does the company get 
out of it?” That is a fair question. 
“It’s an opportunity to help the 
boys,” says the committee, “and may- 
be you'll enjoy it as much as they do.” 
That was the case, and most com- 
panies went into it as part of their 
public relations, another way of let- 
ting communities see how they run 
their businesses. Each boy going back 
to school was required to report on 
his experience. Thus the company 
investment in time was multiplied by 
the number of students in his class. 


THE ROCHESTER STORY... 


COST OF GOVERNMENT: 1939-1948 


46.4 


MILLIONS 


29.7 }_ A 
1939 


1942 


1944 


1946 


Rochester has a conservative, finance-wise city government 
which reflects a stable industrial and business basis. This 
makes Rochester a premium city in which to do business. 


For details on the ROCHESTER PLAN which offers you a 

special service in placing your products on the Rochester 

area market, write to the Division of Public Relations, 

Rochester Department of Commerce, 54 Court Street, 
Rochester 4, New York. 


In Rochester, Government HELPS Business 


él 


No mass small-town 


circulation! 
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j= of the Big 10 


UPPERS FARMER ADVANTAGES! 


CAPPER’S FARMER’S BIG TEN 


1. Largest rural publisher 
in America. 


You buy farm magazines to get farmers. 


You want the families with fields to work, 
buildings to equip, farm homes to maintain. 2. Richest farm market in 
the world. 

You get farm families in Capper’s 


Farmer. That isn’t our opinion alone... 3. Best coverage buy. 


it’s the consensus of farm dealers and 4. Quality circulation. 
farm-town bankers all over Mid-America. 5. No mass small-town 
They know the people in their area! And circulation. 
ori seeing Capper’s Farmer subscription 6. Farm-tested editorial 
; lists, here is what they say: Yes, they’re material. 
farm families—they’re the top farm families. 7. Reader confidence. 
When you buy Capper’s Farmer, you get 8. Merchandised editorial 
what you really want in a farm magazine content. 
... top farm circulation... 0 mass small- 9°. Market dominated 
town circulation. by farmers. 


10. Most quoted farm magazine. 


No other farm magazine has them all... not one! 


only Cappers Farmer 


Topeka, Kansas 
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to Sell 


MELON DESIGN WATER PITCHER: Reproduced from a 
Sheffield Plate design of the early 19th century it reflects the 
charm of old English craftsmanship. It is equipped with an ice 
guard and holds two full quarts. May be used as a cocktail 
mixer as well as a water server. Product of Oneida, Ltd. 
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PLASTIC DRAPERY MATERIAL: It can be wiped clean 
with a damp cloth, is resistant to fading, shrinking and 
stretching and will not support flame. The hangings 
drape well, are inexpensive. Made by Toscony Fabrics, Inc. 


NEW LAUNDRY UNIT: Latest in the line of Thor Corp. 
is a washer-wringer-ironer combination. Low cost of 
operation is achieved by using the washer's motor and 
gears to turn ironer. Controls are conveniently located. 


CARTON FOR CAR ACCESSORY: The Roberk Co. 
has started national distribution of its new exterior rear 
view mirror in an illustrated red, white and black box de- 
signed by Geo. Reiner. Slogan: "Stays Put At Any Angle." 
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SHORT COPY keeps ’em reminded 


\ dont wilt! f 
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‘ Outdoor Adv... 


“In selling RITZ crackers, we tell as many people as possible about them 
—and keep telling them right up to the point of sale. Outdoor adver- 


tising has proved highly effective as an integral part of our program.” 
& gly & 


GEORGE OLIVA 


Director of Advertising 
NATIONAL BISCUIT COMPANY 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. © NEW YORK 22, N. Y. 


rimes...moves 
3 7c ? at oP eee 


1es...moves...the goods! 


he instance — electrical appliances 


% PUBLISHED 
Total Dally Electrical Appliance Linage: 133,051 Chicago’s retailers of electrical applances measure newspaper 
sna Ree oy on advertising power by RESULTS at the cash register. In 1948 they 
soma costeeeeencesees me chose the Chicago SUN-TIMES to carry more than half of all 
Giadin Cannte, Cem Sces, 0. tS ‘ their daily newspaper advertising linage. These merchants know 
oe the Chicago market intimately The Daily SUN-TIMES is their 
TOTAL CIRCULATION consistent first choice for broad coverage, high ad-visibility and 
Average Net Paid Daily ; response that pays off at the cash register. Profit by their ex- 


(From Publisher's Statement to ABC 9/30/48) perience in making up your Chicago newspaper schedules! 


cH a Sco 


In Chicago...the SU N 7} TIMES moves the goods! 


THE PICTURE NEWSPAPER 


MARKETING 


PICTOGRAPHS 


Planned by Philip Salisbury, Editor, and designed by The Chartmakers, Inc. 


we UNDER-ADVERTISE 


in foreign markets 


Foreign or export advertising should be expected to carry a greater 
$20.40 part of the sales load than does our advertising at home,—but it 
doesn't. Powerful advertising of the educational, reasons-why type 
is much-needed because we can’t expect so much in the way of 
intelligent help from salesmen or governments “over there.” 


Braxton Pollard, Monsanto’s director of international advertising, 
points out that we spend far less abroad than at home as a per- 
centage of total sales. Last year we spent $50 million to support 
an export volume of $12 billion. 


FEET) a aa 


ADVERTISING *EXPENDITURES FOR 
EVERY $1000 IN SALES 


YG E: 


PICTOGRAPH B Source: Speech at 4th annual Mississippi Valley World iS O Q. 
Sale MANAGEMENT Trade Conference, New Orleans, April, 1949. = Ri, 
6-15-49 % g 


This short-cut to 


Paper Selection is Yours 
for the Asking 


This new, Oxford Paper Selector Chart takes the time- 
wasting fuss, fumbling and uncertainty out of paper selec- 
tion. It puts all the answers right at your finger tips. If you 
don’t already have a copy, ask the nearest Oxford Paper 
Merchant—or mail the coupon below. 


YOUR OXFORD PAPER MERCHANT IS A GOOD MAN TO KNOW 


FREE from your 


Oxford Paper Merchant 


~ 
I 
I 
I 
I 
i 
I 
I 
I 
I 
I 
i 
I 
I 
t 
I 
I 
-! 


Oxford Paper Company, Dept. 29 


or mail coupon today ” 
| : 230 Park Avenue, New York 17, N. Y. 


Please send me a copy of your new Oxford 
Paper Selector. 


ADDRESS 


CITY & ZONE.. 


Se te 


( xrorp PAPERS 
Help Build Sales 


Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md... . 
Bethlehem, Pa. . . 
Boise, Idaho . 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 
Chattanooga, Tenn. . 
Chicago, Ill. . 


Cincinnati, Ohio 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. . 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazog, Mich. 
Kansas City, Mo. 
Lincoln, Neb. 
Little Rock, Ark. . 
Long Beach, Calif. . 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 


Minneapolis, Minn. . 
Nashville, Tenn. . 
New Haven, Conn. 


New York, N, Y. 


Oakland, Calif. 
Omaha, Neb. » * 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


W. H. Smith Paper Corp, 
Carter, Rice & Co. Corp, 
The Mudge Paper Co, 
Wilcox-Walter-Furlong Paper Co, 
. Blake, Mofhitt & Towne 
Carter, Rice & Co. Corp. 

. Franklin-Cowan Paper Co, 
. Caskie Paper Co., Ine, 
Bond-Sanders Paper Co, 

. Bermingham & Prosser Co, 
Bradner, Smith & Co, 

The Johnston Paper Co, 

The Whitaker Paper Co, 

. The Cleveland Paper Co, 
Scioto Paper Co, 

Cincinnati Cordage Co, 

The Whitaker Paper Co, 

. Bermingham & Prosser Co, 
Chope Stevens Paper Co, 
Blake, Moffitt & Towne © 

. Green & Low Paper Co., Ine, 
MacCollum Paper Co, 

. Jacksonville Paper Co, 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co, 

. Western Newspaper Union 

- «Roach Paper Co. 

- Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 

. Caskie Paper Co., Inc, 

C. H. Robinson Co, 
Louisville Paper Co, 

‘ Everglades Paper Co. 
-Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co, 

W ilcox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co, 
Bulkley, Dunton & Co., Inc. 

. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 
Western Paper Co. 

‘ Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
. Blake, Moffitt & Towne 
General Paper Corp. 

. C. H. Robinson Co. 

. Blake, Moffitt & Towne 
"Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 

. Blake, Moffitt & Towne 

. Bermingham & Prosser Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


St. Paul, Minn. 


San Bernardino, Calif. 


Salt Lake City, Utah 
San Diego, Calif. 
San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa . 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. , 
Washington, D. C. 
Worcester, Mass. 


Oxford Paper Company, 230 Park Avenue, New York 17, N. Y. 
Oxford Miami Paper Company, 35 East Wacker Drive, Chicago 1, Ill. Mills at Rumford, Maine and West Carrollton, Ohio 
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Tobey Fine Papers, Inc. 
Inter-City Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Tampa Paper Co. 

. Paper Merchants, Inc. 

. Blake, Moffitt & Towne 
The Mudge Paper Co. 
Carter, Rice & Co. Corp. 
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mut STATES anzw 


ON AUTOMOBILE OWNERSHIP «& 


Persons per car in the 5 counties lina 
NEW YORK 


leading in population: 
(5 Boroughs) 


PHILADELPHIA, PA. WAYNE, MICH. LOS ANGELES, CALIF. COOK, ILL. 
(Philadelphia) (Detroit) (Los Angeles) (Chicago) 


ON PREFERRING SCOTCH WHISKEY 


POPULATION (000) STATE % U. S. A. CONSUMPTION 
8823 Shoo hbaad aroma COORD 151% 
4,201 ode 89 NEW JERSEY «= 17 17) 6.9% 
: TH 19 
7,721 £$4444444 ILLINOIS aeeee 6.0% (Both population and 
9,194 Sn Sn Salat, PENNSYLVANIA [7 3.0% —— consumption figure 


are for 1945) 


ON SOFT DRINKS 


DOLLAR VALUE (000) PER CAPITA BOTTLES 
$11,891 $11,59 


<> 
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INDIANA 


MICHIGAN — 
| ON EATING CANDY 


PACKAGED VOLUME AT WHOLESALE PER FAMILY 


11 


$2.63 


ZH < 


OHIO NEW YORK 


WASHINGTON 
Source: Collected from various sources by Harald S. Barnes, Director, QKERS 
Bureau of Advertising, American Newspaper Publishers Ass'n gS O 4. 
PICTOGRAPH BY 
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OU ARE GOING to discover at least two 
Salone types in advertising, now 
that a buyer’s market has lowered the 
boom. The Constant Worrier is already in 
trouble — a victim of his own indecision. 
And the Big Spender could easily become 
another Constant Worrier any day now. 


But the Intelligent Planner has been too 
busy planning to be caught unprepared by 
any sudden shift in the wind. To him, the 
buyer’s market is simply another turn of 
the wheel, a natural and recurring phase 
in the cycle of supply and demand. 


What this market does, of course, is to 
create a king-size opportunity for adver- 
tising—and especially for advertising men. 


During the next few years, advertising 
will have to assume more and more of the 
total selling responsibility. But it will take 
advertising men—and darned good ones — 
to meet this responsibility head on. 


Make advertising do a BIGGER job 
— not just a more costly one! 


Advertising is big business; most of its 
vehicles have grown in several dimensions, 
including the cost of time and space. The 
big weeklies are bigger. News magazines 
have joined the masses. Radio is still big in 
spite of television— which may become the 
biggest and most expensive vehicle of all. 


Does this mean that the advertiser must 
keep spending more money to make his 


—=> 


Hi 


advertising do a bigger job? On the con- 
trary, in almost every field there are some 
advertisers today who are actually spend- 
ing less—yet getting a bigger return for 
every dollar invested. 


That’s where intelligent planning comes 
in. It is also where we want you to start 
thinking about business papers. 


Business papers are big business, too. 
Bigger than women’s magazines, farm 
papers or all outdoor. Fifteen business 
papers each carry more advertising than 
any general consumer magazine. And alto- 
gether, the business press carried more 
than a million pages last year, or roughly 
about $200,000,000 worth. 


Of course, that’s only five percent of the 
total advertising expenditure in this coun- 
try — hardly impressive until you consider 
that business papers tap about fifty percent 
of the total potential market! 


Which is the better risk? 


Every dollar invested in business papers 
taps $543 of potential business. Compare 
that with advertising in newspapers, gen- 
eral magazines and radio, which collec- 
tively taps only $48 of potential business 
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the constant worri 
| ler 
--. his ulcers act up at the 
least Sign of a softening 
market; he is convinced that 
our whole economy 
danger of imminent coll 
and is nervous] y wond 
whether he ought to sell his 
Place jn Westchester 
Lake Forest or Grosse 
Pointe) or keep it and may 
be take in boarders. * 
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for every dollar invested! And while you'r 
comparing, you might weigh the relative 
risks of your investment in business pape! 
space against the cost of general advertis 
ing media. 


The average cost of a single page in4 
business paper, for example, is a little over 
$200. A single page in The Saturday Eve 
ning Post or LIFE runs anywhere from 
$11,000 to $16,000. There are times when 
the Post and LIFE can do a job that no 
other media can do — but it is sheer folly 
to risk that kind of money in any genera 
media to do a job which can be done mor 
effectively in business papers, at about two 
percent of the cost! And there are hut 
dreds of such jobs which business paper. 
and only business papers can do — im the 
industrial and professional fields, in me 
chandising, and in class (or institutional) 
markets. 

To approach it from another angle, ! 
would take only one percent of your ge 


cral media expenditure — just one percen! 
of what you invest at relatively high risk- 
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to increase your business paper schedule 
by as much as 20 percent. And you'd be 
lapping about eleven times as much poten- 
tial business per dollar invested! 


No cheesecake, no Tschaikowsky 


With more and more general media clam- 
oring for attention, what chance does the 
business paper have of commanding the 
Interest of its audience? 


The answer to that one—as shown in 
survey after survey—is that business papers 
have first call on the time of their readers. 


The competition is all on the outside — 
lelevision versus radio; newspapers versus 
News magazines; the general monthlies 
against the women’s books and the shelter 
group; all of them versus the big weeklies, 
ind so on. Business papers have no part 
in this scramble, because they are read 
Jor business reasons only. They perform 
f Aunique and specific function that cannot 
be duplicated by any other type of media. 
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time, four-colc 
mass media, OF 
tional” campaigns, he thinks 
BIG — but not always 
or in terms of 
measurable results for the 


advertiser. 
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the big spender 


amiable fellow is 
willing to defend his blind 
timism with the last 
dollar in his client’s budget. 
When it comes to network 
yr spreads 1n 


*institu- 


That’s why you don’t have to shout to 
make yourself heard in the business press. 
You don’t have to bait the reader with cute 
and irrelevant devices, or dish up an expen- 
sive diet of cheesecake and Tschaikowsky 
— just for the privilege of slipping in a few 
minutes of fast commercial. 


In fact, your business paper advertising 
is (or by rights ought to be) ALL COM- 
MERCIAL, and the reader won't tune you 
out — he'll love you for it, as long as you 
pitch your story at his job interest, without 
recourse to guile, trickery, or give-aways. 


This is by no means as easy as it sounds. 
It requires the best advertising talent — the 
most intelligent planning, if you please — 
that can be brought to bear on the prob- 


e you? 


the intelligent planner 


+s he organizes his adver- 
tising on the basis of specific 
jobs to be done, in those 
fields which offer the high- 
est return for every dollar 
invested. The buyer’s market 
hasn’t thrown him into a 
flat spin — he’s simply con- 
centrating more of his adver- 
tising on buyers (of which 
there are plenty) as distin- 
guished from casual readers 
listeners or just lookers. ; 


lem. But it’s worth the effort. The markets 
are there. About half of the country’s total 
buying power is there. And the business 
papers are there, ready to deliver bonanza 


results to the advertiser who makes 
most of his opportunity. 


the 


Which type of advertising man are you? 
Definitely the intelligent planner type, we'd 


say 
down to here! 
x * * 


-or you wouldn't have stayed with us 


p.s. Jf you'd like reprints of this advertise- 


ment to pass along to others in y 


our 


organization, they are available in quan- 
tity, by writing to THE ASSOCIA TED 


BUSINESS PAPERS, 205 East 42nd 
New York 17, New York. 


St., 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N.Y. 


WHO BELONGS TO ABP? 
It is an 


138 


association of 
independently owned, 
paid-circulation business 
papers, audited by the 
Audit Bureau of Circula- 
tions. 


WHO BENEFITS FROM ABP? 
The publications them- 
selves, of course. But 
unlike many trade associa- 
tions which operate prima- 
rily for the benefit of their 
own members, ABP is 
equally devoted to the in- 
terests of subscribers and 


advertisers who are, in a 
very real sense, members 
of the family. 


HOW READERS BENEFIT 
First plank in ABP’s plat- 
form is to help its member 
editors maintain the high- 
est standards of editorial 
integrity and reader help- 
fulness. It is this kind of 
editorial approach which 
makes the difference be- 
tween serving an industry, 
trade or 
merely 

by it. 


profession — and 


being supported 


HOW ADVERTISERS BENEFIT 
It is frequently said that 
ABP has done more than 
any other organization to 
raise both the standards 
and the effectiveness of 
business paper advertising, 
through wide distribution 
of such books as ‘Teil All,” 
“Hit the Road” and “‘Copy 
thatClicks,” through the an- 
nual ABP advertising con- 
test, and through numerous 
research activities which 
are supported wholly or in 
part by ALP members. 


6? 


Teenager Buying Power 
Ut) Averages $12.71 Weekly 


Boys and girls aged 13 to 19 earn or receive as allowances between 8 
and 10 billion dollars annually. Boys have $3.88 more to spend per 
week, the averages being $14.65 and $10.77 respectively. 


$25.56 
AVERAGE 
ALLOWANCE > 22: 
AVERAGE 
| 0 2 EARNINGS $12.71 
| | $4.03 “= 
$2.27 $5.42 
1.76 
AGE 13-15 16-17 18-19 AVERAGE 


6 out of every 10 boys have an allowance, 7out of every 10 girls; 64% of boys earn money, 43% of girls. 


Source: “Urban Teenagers as Radio Listeners and 
Customers,” National Broadcasting Company 


... and Lots More Teenagers 
LOMO 3 § 
Coming Up © = 


pared with prewar, marriages and divorces are high, but both 
have declined from the abnormally high early postwar years. 


1940 


1,565,000 
MARRIAGES 


1946 


BY ~2,300,000 


(THE PEAK YEAR) MARRIAGES 
1947 1,992,000 
MARRIAGES 
1948 1,815,000 
MARRIAGES 
QKERS 
Source: Census Bureau Interpretations by Business Week PICTOGRAPH BY z 4 
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yo ..-RESULTS OF SALES MANAGER QUIZ NO.1 


HERE ARE THE RESULTS OF QUIZ #1 THAT YOU AND HUNDREDS OF 

OTHERS ANSWERED FOR US. HOPE YOU FIND THEM HELPFUL AND 

WORTHWHILE. AND, DON’T FORGET TO CHECK THE BOTTOM OF THIS 
PAGE AND FILL OUT THE ANSWERS TO QUIZ #2. 


% If the answer to #2 is ‘’No,”’ how long are 
they trained? 
1-3. months 
4-6 months 
7-12 months 
13-18 months 
19-24 months 


25 months 
or more 


How much does it cost you to train a salesman? 


38.1% under $1000 
ne $1-2000 S 
, $2-5000 
; : . a Oa «25000 


or more 


2 Are salesmen put in the field immediately? 


) How do you train a salesman? 
O 


As Jr. Salesman 10% 
As Sr. Salesman 6.4% Ct 


$ Inside Sales Details 22.3% O 0 
Various Depts. 21.2% 

Yes 13.4% No 86.6% ee 46 6 e) 
Other 6.4% | 


Here is Quiz No. 2 


Just fill in—tear off—mail to: 
Round Robin Quiz Editor, Sales Service Department, McGraw-Hill Publishing Company 


What is the average number of customers How much time in terms of hours per day 
and prospects (companies) each of your out- does he spend face to face with customers 
side salesmen handle?______E———Ssaand prospects (companies)? 


How many times a year does he call ona 
Approximately how many calls does each customer?_____________on a potential 
salesman make per day?_____——séprospeect'? 


McGraw-Hill Publishing Company, Inc. P\ J 


330 West 42nd Street, New York 18, N. Y. ay J ¥ 


Advertisement 


ADVERTISEMENT 


COMICS READING 
HAS NO SEX LIMITATIONS 


Very few other recreational activities, even general reading, seem to induce so clearly similar a 
pattern of appreciation by both sexes as reading of comics by adult men and women. 


READERS OF COMICS NON - READERS 


B. oh, Bp ohn of 


Poe 


WOMEN WY & & 


78.6% 214% 


Readership of married adults is highest among those between 25 and 45 years, and among those 
with children under 6. 


Source: “America Reads the Comics, ” Puck, the Comic Weekly 


Growth of Publishing Industry 
1939,— 1947 


Both the newspaper and the magazine publishing industries more than doubled in dollar receipts 
between 1939 and 1947. 


$1917.3 
G 
RECEIPTS IN MILLIONS 
112% 
INCREASE 
YY | $ 1085.6 
4 
$904.9 | 158% 


INCREASE 


» 


1939 1947 1939 1947 
NEWSPAPERS MAGAZINES 


Newspaper employes averaged $3179 in earnings and magazine workers $3423. Magazine estab- 
lishments decreased ‘in number from 2,337 to 2,166, while newspaper plants increased from 7,278 
to 8,339. . 


Source: Preliminary Industry Report, 
Census of Manufactures, 1947 
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"A Malted Milk, Please... 
Whether it’s in the West, East or 


Middle West, malteds rate high in - 


the volume of confectionery-fountain 
F outlets. As a matter of fact, accord- 
ing to a survey recently conducted by 
Fountain Service magazine, malted 
milk sales volume in the West is 14% 
higher than in the East and 100% 
greater than in the Middle West 
area. Personal interviews among 261 
operators in these three marketing 
areas reveal facts about weekly sales 
volume, selling price, gross profit, 
equipment, preparation, flavor prefer- 
ence, formula, and promotion. Back- 
bar strips are used extensively by the 
outlets in the three areas, with menu 
clip-ons and counter signs following 
closely. ‘There seems to be a definite 
relationship between the number 
of promotional pieces used and high 
volume sales. For copies of the re- 
port, write to Fountain Service, 386 


Fourth Ave., New York 16, N. Y. 


“Concrete” Aid for Institu- 
tions: Did you know that the total 
income of institutions in the UV. S., 
including appropriations and endow- 
ments, is in the neighborhood of $40 
billion annually ?—and that the total 
value of facilities in this field (in- 
cluding schools, colleges, hotels, res- 
taurants, hospitals, mass-housing and 
mass-feeding facilities of Govern- 
ment, railroads, steamship-and__air- 
lines, etc.) is about $20 billion? 
However, since existing physical fa- 
cilities are no longer adequate to 
cope with increasing activities of the 
American public, Institutions Maga- 
zine has issued a booklet with specific 
Suggestions to help institutions in 
planning a construction and remodel- 
ing program. It’s called “Keeping 
Pace with America.” In addition to 
analyzing the factors to consider in 
determining whether to build or re- 
model, the publication also delves into 
the subjects of building plans, design, 
materials, equipment, methods, and 
how to select architects and other 
specialists. The individual problems 
of industrial institutions are covered, 
with attention also given to “special” 
Jobs. Requests for the booklet should 
be sent to William Gothard, Gen- 
eral Manager, Institutions Maga- 
zine, 1801 Prairie Ave., Chicago 16. 
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The TROY Market 


TROY 


PLUS 


Watervliet — Green Island 
Cohoes — Waterford 


5 Communities Within a 312 Mile Radius Provide 


122,000 Consumers 


THE RECORD 
NEWSPAPERS 


¢ THE TROY RECORD - 
* THE TIMES RECORD - 


TROY,N. Y. 
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Scholl's Big "Week" Drive 


Proclaimed by innumerable maga- 
zine advertisements and thousands of 
display windows, “Dr. Scholl’s Foot 
Comfort Week’ will hit all sales 
fronts for the thirty-third consecutive 
year, on June 18 to 25. 

Sponsored by The Scholl Mfg. Co. 
annually since 1917, it represents an 
outstanding “week” promotion by a 
manufacturer and is continuing to win 
nation-wide support with more than 
150,000 dealers currently _partici- 
pating. 

According to company officials, the 
promotion’s success is based on six 
major activities. First, the consumer 
is bombarded during the year by Dr. 
Scholl advertising impressions in some 
78 magazines and 600 newspapers. 
This advertising reaches its peak dur- 
ing Dr. Scholl’s Foot Comfort Week. 
Second, by means of direct mail, mil- 
lions of pieces of literature on the 
care of the feet reach the consumer 
yearly. Third, when shopping, the 
consumer is constantly reminded to 
buy by thousands of window displays 
and point-of-purchase displays on 
counters. 

Fourth, dealer salespeople are 
trained in the anatomy of the feet 
and in the fitting of arch supports 
and shoes. Fifth, a folder booklet 
accompanies each item sold, giving the 
story of the product, its use, and of 
related items for walking comfort. 
Sixth, with the merchandise made to 
do its intended job, the customer .is 
pleased and boosts the product to his 
friends. 


Dr. Scholl had already set up a 
large organization and was nationally 
advertising his gradually expanding 
line of foot aids by 1917. It was 
then that he conceived the idea of a 
special “week” campaign to spearhead 
the regular advertising. Hundreds of 
shoe stores and department stores 
selling his arch supports, bunion pads, 
etc., cooperated with that first promo- 
tion week. 

According to Scholl officials, the 
company’s expansion since then has 
continued steadily. Year after year 
the company’s dealers have increased 
in number; the advertising schedule 
has increased ; the number of different 
items handled has grown, and manu- 
facturing facilities have expanded. 

At the present time Dr. Scholl 
makes over 100 different products in 
factories throughout the world and 
their sale is supported by more than 
five billion yearly advertising im- 
pressions. 


Trade-Mark Story 
The Coca-Cola Co. has launched a 


long-range, nation-wide advertising 
program in 48 business publications. 
The theme is educational and is de- 
signed to encourage the proper use of 
trade names in print. 

Said to be the first campaign of its 
kind ever conducted by a national ad- 
vertiser, the series of monthly inser- 
tions are appearing in 15 nationally 
circulated publications in the sales, 
advertising and publishing fields as 
well as in 33 additional regional 
magazines and bulletins. 
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Esso EXTRA motor oil 
CATCHING an estimated 17,700,000 pairs of eyes, this outdoor poster appears 
on 3,200 panels throughout Esso's 18-State territory and ties in with other media 


promoting the new lubricant in the company's largest single-product campaign. 


Who ‘did this? 


Provident Trust Company 


SAME PITCH for selling American system 
of free enterprise that was used by SKF 
Industries, has been effectively extended by 
Provident Trust Company of Philadelphia. 


Among the national magazines on 
the schedule are Advertising Age, 
The Advertising Agency, American 
Press, Editor & Publisher, The Guild 
Reporter, Printers’ Ink, Quill, SALES 
MANAGEMENT and Tide. 

The Coca-Cola advertisements, 
while pointing out a specific story for 
the company, also tell the story of 
trade-marks, and the legal protection 
accorded them in such a manner that 
industry as a whole should benefit. 

The 33 regional publications being 
used represent state and district press 
association bulletins in all sections of 
the country. 

The advertising copy was prepared 
by the D’Arcy Advertising Co. 


Star Brand's First 
National Campaign 


A new and extensive national ad- 
vertising campaign is being launched 
in behalf of Star Brand Work Shoes 
by Roberts, Johnson & Rand Divi- 
sion of International Shoe Co., St 
Louis. This is the first national ad- 
vertising of any consequence in the 
half-century history of this brand. 

Stressed in the copy will be Star 
Brand’s all-leather cowhide construc 
tion and its patented ‘“Freemold” 
Seamless Back. A complete dealer 
merchandising program includes direct 
mail featuring shoes of the dealer's 
selection and quoting prices of his 
choice (2,500 dealers are involved) ; 
store display with window streamers 
and cut-open shoe samples to prove 
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The Only Fully Professional Quality Single Case 
Standard 16mm Sound Motion Picture Projector 


x 


Fill in i 
and mail Coupon for detailed information 


; VISUAL PRODY, 
< CTS (Dept, 7 
c nd ‘te Radio Corporation sho 
CL y Uy e (fr ° liow a . ° 
\ Finest in AY | 
¢ 2 


Made by the world’s foremost manu- Name 
facturer of sound and projection equip- 
ment for the motion picture industry. Business 


VISUAL PRODUCTS Street_ a als 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. 


In Canada: RCA VICTOR Company Limited, Montreal 


LOOKING FOR 
MORE SALES IN 
NEW YORK STATE? 


Then you need the 
Industrial Directory of 
New York State, 1949 


Lists 59,000 New York State 
‘manufacturing and mining firms, 
their addresses, names of com- 
pany Officers, principal prod- 
ucts and approximate number of 
employees. Conveniently classi- 
fied by principal product and 
New York City or upstate loca- 
tion... The cloth-bound book 
contains more than 800 pages. 
A limited number of copies are 
being offered for sale. Copies 
will be delivered shortly—as the 
books come off the presses. Ear- 
ly orders have priority. To re- 
serve your copy, mail check for 
$15 with your order to. 


NEW YORK STATE 
DEPARTMENT OF 
COMMERC: 


112 State Street, Room 61 
Albany 7, New York 


76 


SALES MEETINGS 


Sales meetings individually plan- 

ned to suit your requirements 

and fit your budget —all-inclusive 

price determined in advance! 

e Reasonable prices 

e Air-conditioned accommoda- 
tions for 25 to 600 

e Efficient staff 

e Delicious food, prepared to 
your specifications 

e Convenient mid-town location 

e Trains, tubes, subways, park- 
ing lot nearby 

For further information call New 

Yorker Banquet Manager Mr. 

McDonnell, LOngacre 3-1000. 


No obligation, of course. 


HOTEL 


Frank L. Andrews 
President 


34th St. at Eighth Ave., N.Y. 1, N.Y. 


Star Brand Work Shoes 
leather in vital parts. 

Sixteen national, regional and State 
farm magazines to be used include 
Farm Journal, The Progressive 
Farmer, Southern A griculturist, Farm 
& Ranch, California Farmer, The In- 
diana Farmer's Guide, Prairie Farm- 
er, lowa Bureau Farmer, Michigan 
Farmer, Missouri Ruralist, Minne- 
sota Farmer, Ohio Farmer, Pennsyl- 
vania Farmer, Kansas Farmer, W ash- 
ington Farmer, and Wisconsin Agri- 
culturist and Farmer. 

The campaign is handled by Krup- 
nick & Associates, Inc., St. Louis. 
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Increase Suskana Budget 


An expanded advertising schedule 
in both national magazines and _ busi- 
ness papers for Suskana saran seat 
covers fabrics has been instituted by 
Susquehanna ‘Mills, Inc. 

Extensive advertising to the auto- 
motive trade began last January, 
while the first consumer copy featur- 
ing Suskana saran for custom tailored 
and universal seat covers appeared in 
The Saturday Evening Post and Look 
magazines in March. 

So favorable has been the response 
to this promotion of the new fabric, 
that, according to P. H. Conze, sales 
manager of the company’s Plastic 
Division, Susquehanna has revised its 
schedules to include a_ consistent, 
four-color campaign in The.Saturday 
Evening Past and Look and to 
blanket the market in the automotive 
industry through insertions in Auto- 
motive News, Automotive Retailer, 
Automotive Digest, Bus Transporta- 
tion, Chevrolet Dealers News, Ford 


Dealers News, Motor, Motor Age, 
Motor Service, Southern Automotive 
Journal, and Taxicab Industry. 
Suskana saran fabrics for public 
seating is a comparatively new product 
of Susquehanna Mills which has been 
weaving woolens and silks for over 
50 years. The company’s entry into 
the woven plastic field began in 1947, 
MacManus, John & Adams, Inc., 
Detroit and Baltimore, is the agency. 


Jewelers’ Brochure 
More than 30,000 retail jewelers 


throughout the United States are now 


receiving an eight-page graduation 
promotion brochure published by The 
Watchmakers of Switzerland 
through their agency, Foote, Cone & 
Belding International. 

The booklet, designed to increase 
the sale of watches with Swiss Jew- 
eled-lever movements, offers suggest- 
ed radio commercials, direct mail 
suggestions and other “extra profit” 
promotion, window displays and 


‘ newspaper advertising copy to tie in 


with the national consumer advertis- 
ing campaign of The Watchmakers 
of Switzerland. 

A nine-piece_ three - dimensional 
graduation watch promotion, *avail- 
able to the retail jeweler without 
charge, is also offered in the brochure. 
Current advertising by The Watch- 
makers of Switzerland appearing in 
national magazines features watches 
as the ideal graduation gift. 

The publication is the first of a 
series scheduled for distribution to 
the retail jewelry trade as part of the 
merchandising and promotion pro- 
gram set for the coming year. 


AUTOMARKETERS, these machines in South Station, Boston, roast coffee for 
commuter-customers. The Union News Co. leases them from Infra Roast, Inc. 


SALES MANAGEMENT 


_ 
—y 


— po Dre = Ss 


Promotion 


The Overlooked Segment 


More than 2,500,000 New York 
City residents are of the Jewish faith. 
. Only the Italians, with some 1,- 
100,000 peoples, boast such a potential 
market in the U. S.’s biggest city. The 
Joseph Jacobs Organization recently 
made a survey of New York homes 
The Pulse, Inc., 
pared a breakdown of its findings to 
point up how the Jewish families of 
New York differ as a market, how 
their religion and habit patterns can 
make a “difference” to advertisers in 
New York City. Jews are responsible 
for one-third of all goods consumed 
in this market; 78% of independent 
food stores are owned and/or operated 
Jews; the Jewish families show 
marked preference for brands _ pro- 
moted in Jewish newspapers, via radio 
and trade. The promotional piece lists, 
by percentages, usage of such food 
items as cereals, points out that in 
many Jewish homes Orthodoxy is a 
strong purchasing incentive. The 
Joseph Jacobs Organization, which 
will th» you with a copy of its 
findings, is at 1 East 42nd Street, 
New York, N. Y. 


Super Business 


. from Super Markets. That’s 
the title on a promotional piece which 
provides a briefing on the sprawling 
super market field. It’s from Chain 
Store Age (185 Madison Avenue, 
New York 16, N. Y.), and it will 
give you a bird’s eye view of the 
things that super markets are buying 
and selling today. A super market, 
incidentally, according to Super Mar- 
ket Institute, is “a store with a mini- 
mum sales volume of $250,000 an- 
nually, or not less than $5,000 
weekly.” There’s a listing, in this 
brochure, of Chain Store Age sub- 
scribers among typical super market 
and service grocery chains, with the 
number of stores which each operates. 


Threesome 


Fox River Paper Corp. has three 
attractive, and stimulating booklets— 
at least one of which should be up 
your alley. The first is “Money Mak- 
ing Mail,” which has to do with 
business letters and contains, among 
other things, a table which gives a 
breakdown on the cost of the average 
business letter. The second, “(How to 
put sock in your first sentence,” tells 
you how to do just that, with exam- 
ples. The third booklet, ““Make the 
look of your letter command respect,” 
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and has pre-~ 


will give you pointers on how to 
make the perfect business letter look 
the part, too. Write the corporation, 
Appleton, Wis. 


“Mark-it" Manual 


If you'd like a problem solving 
guide to such things as trade-marks 
and nameplates, operating instruc- 
tions, indicators and guides, dealer 
service nameplates, specifications and 
grades, have The Meyercord Co., 
5323 West Lake Street, Chicago, 44, 
send you its “Mark-It’”? Manual. The 
booklet also contains facts -about 
Meyercord’s production. 


Visitor From Mars 


The Call-Bulletin, San Francisco, 
has provided in an attractive little 
booklet called, “The Space Buyer 
From Mars,” a comparison of San 
Francisco dailies and an example of 
how to make a promotion piece read- 
able and interesting. The Call-Bulle- 
tin’s booklet pretends that a space 
buyer from Mars arrives in San Fran- 
cisco to select one daily newspaper for 

1 “A” schedule. Through the imag- 
inary visitor’s eyes the several news- 
papers in San Francisco are com- 
pared. The newspaper will supply 
you with a copy of the booklet. 
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F FABULOUS NORTHEAST 
TEXAS RECEIVE AND 
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IN THE EARLY MORNING EACH DAY 


With the Big Union Terminal just across the 
street... with a fleet of high speed trucks, all 
of which can be loaded simultaneously at our 
mammoth new loading docks. 
Morning News is rushed to readers in the 
thirty-seven counties of Northeast Texas at 
approximately the same time it is delivered to 
the people in the city of Dallas each morning. 


- The Dallas 


Over 23,625 motor cars, from over this terri- 
tory, enter Dallas daily. Considering two 
people to the car. 
twice the city’s population drives in each 
month to do business. 


. the equivalent of about 


. to shop in Dallas. The 


News helps them plan same-day purchases. 


* Northeast Texas is a fabulous 
area...Texas’ leading center of 
banks, insurance, industry, fine 
stores and recreation. Sell the 
readers of The Dallas Morning 
News and you've sold the Dallas 
Market! 


CRESMER & WOODWARD, INC., 
Representatives: 

New York, Chicago, Detroit, 
San Francisco, Los Angeles 


The Dallas Morning Netws 


TEXAS’ OLDEST BUSINESS INSTITUTION 
* RADIO STATIONS WFAA and WFAA-FM * TEXAS ALMANAC 
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“The home office 
sure had the ‘low-down’ 
on this dealer situation!” 


ACB Tie-in Reports will keep you in- 
formed on dealer activity in any or all 
of the 1,393 shopping centers in which 
daily newspapers are published. When 
you examine an ACB Dealer Tie-in 
Report you can tell at a glance how your 
dealers are promoting your line in com- 
parison to that of your competitive 
dealers. Your position in remote towns 
shows up clearly. 


ACB Newspaper Research Reports sub- 
mit evidence on such points as... is 
your advertising too light for the job, 
or, unnecessarily heavy ...are your 
dealers cooperating .. . “‘pricings”’ . . . and 
a multitude of other facts from which 
accurate deductions can be made. 


ACB Dealer Tie-in Reports enable the 
home office to direct a salesman to 
where he is most needed . . . sends the 
salesman into the dealer’s store with 
undisputable local facts pertaining to 
your brand. They may be ordered sec- 
tionally or nationwide—periodically or 
continuously. Catalog of services sent 
executives on request. 


Send for Catalog 


Gives details of 12 re- 
search services—covers 
wide range of subjects 

tells how to estimate 
" ¢ost—suggests many 
applications of informa- 
tion furnished —gives 
names of satisfied users. 


79 Madison Ave., NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 
16 First Street, SAN FRANCISCO (5) 
161 Jefferson St., MEMPHIS (3) 
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Shop Talk 


Switcheroo—Ooops, Sorry! 


If you were one of a small group of SALES MANAGEMENT sub- 
scribers who was mystified by receiving, in a SALES MANAGEMENT 
wrapper, a copy of a magazine called Paper Trade Journal, insteaii 
of your May 20 issue, give us one ear and two minutes to explain. 


The facts: The Hughes Press, in Stroudsburg, Pa., which prints 
SM, also prints many other business magazines. One of them is 
Paper Trade Journal. Both PTJ and SM hit the bindery at the 
same time. Probably the objective mind of one of the mail clerks 
was supervising his customary routine, while his subjective mind was 
busy playing a trout. At any rate, his reverie was suddenly broken, 
on May 19, with the realization that a batch (We still do not know 
how many) of Paper Trade Journal issues had been swathed in 
SALES MANAGEMENT wrappers and consigned to the Pennsylvania 
Railroad. It was too late to do anything about it. Further, by the 
time our New York office began to get the first calls from puzzled 
subscribers, the June 1 issue had gone to press. 


If you did discover yourself to be the recipient of Paper Trade 
Journal instead of SALES MANAGEMENT, write a note to our Circu- 
lation Department and they will send your issue to you The only fly 
in the ointment is that the number of over-run copies is limited. 
We hope to be able to right all the errors. 


Dramamine 


It just goes to show that you never can tell what will turn up 
among the litter in one of these editorial grab bags referred to as a 
“column.” Here I am talking about something called dramamine. 


I doubt if you have ever heard of it. Neither had I, until three 
weeks ago. 


Dramamine is a simple name for a drug that is chemically 
described in such elaborate terms that one attempted pronunciation 
would shatter all your false teeth. It was discovered by Dr. Leslie 
N. Gay, director of the Allergy Clinic at Johns Hopkins. Drama- 
mine, to be specific, is a remedy for air-sickness, sea-sickness, train- 
sickness, car-sickness—in short, it looks like a godsend to anyone whose 
eyes roll in their sockets and whose stomach heaves when he gets 
in motion. And maybe it’s going to turn out to be useful for some 
other kinds of nausea too—such as that following certain types of 
operations. 


Dr. Gay hereby becomes my candidate for the next nomination 
for the Hall of Fame, for I, too, have clutched a rail and turned the 
color of pistachio and wanted to die. 


I rush into print about dramamine for what must be obvious 
reasons: If you’re interested in the transportation business, it’s time 
for you to find out more about it. If you employ a lot of people 
among whom, for some reason, there is a high incidence of motion 
sickness, the drug may help to save wear and tear on human beings 
and cut costs at the same time. And if you're just a businessman 
who has to travel a lot and you’re subject to motion nausea, pick 
up your phone and call your doctor and ask him what he knows. 
Don’t take my word for it. (Anyway, you’ll need a prescription. ) 


Thus far I’ve talked with two doctors who have had some ex- 
perience with the drug. For professional men who are notoriously 
cynical about all new remedies until reliability is proved with an 
overwhelming weight of research evidence, I’d say they were prac- 
tically running a fever. One of them gave dramamine to the child 
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of a servant in his house—a youngster who had never been able to 
ride more than six blocks in an automobile without suffering from 
nausea. The child drove 150 miles to the doctor’s summer home 
without a trace of trouble, ate normally, and, for the first time in 
its life, enjoyed the fun of going somewhere in an automobile. 


I also checked with two executives of two of our biggest airlines 
who told me of some experimenting, which indicates that Dr. Gray 
has something indeed. 


So far.as I can learn, no one is claiming that dramamine will cure 
all cases of nausea. But in one reported experiment, the treatment 
was successful in better than nine_out of 10 cases in a control group 


of 300. 


Now, once more: If you are interested, see your doctor. I’m afraid 
to suggest that you write to Dr. Gay. If this news has traveled as 
fast as I think it has, he’s probably quietly suffocating under an 
avalanche of mail this minute. 


The Hudson Motor Car Co. has . .. reprinted a talk by A. E. Barit, the 
company's president and general manager, made over the Mutual network 
on April 18 on the occasion of the firm's 40th anniversary. It was titled 
"The American Salesman Is the Man of the Hour.” I+ might provide for 
you: Some inspirational quotes for speeches you may be making before 
your field forces, or some paragraphs for your sales bulletin. If you 
should want a quantity rather than a single copy, Hudson will make the 
reprints available at a cost of $4.00 a thousand. Address the company’s 
Public Relations Department, Detroit, Mich. 


Hitching Post 


On pages 42 and 43 in this issue you will find some photographs, 
some of which have to do with a stylish party at Houston’s new Hotel 
Shamrock, given by Hitching Post Foods, Inc. This was no ordinary 
shrimp-nibble and elbow-bend. It was the first of a co-ordinated 
series of calculated steps to open the Houston market. 


If you missed the first story SM carried on this interesting com- 
pany, you should know that all of the top brass at Hitching Post is 
female. Mrs. Frame, the dime-store heiress who learned selling and 
sales promotion from her pappy, the Kress of chain-store fame, is 
president. Estelle Cherry, a graduate of William & Mary and an 
ex-oficer of a Washington real estate company, is vice-president. 
Mrs. Ann Thomas is secretary. 


When the company sought to crack the Los Angeles market, an 
“expert” in the food field told them that without very intensive 
campaigning, the best they could expect was an initial sale of 500 
cases. Just to put the man in his place, the gals went out and had 
a heart to heart talk with a big food distributor. “lhey came back 
with an order for a carload. 


—and a Rose on His Desk? 


Normally | pass all the notes on things that might be significant trends 
over to Editor Salisbury for his loftier department up front. This one | 
kept. At the meeting of the N.S.E. in Chicago three sales managers in 
three widely different lines said almost the same thing to me when | 
asked that corny old question, “How're things by you?" The tenor of 
their answers was this: "I feel good about one thing at least. Nowadays 
the big boss from the front office not only smiles at me and says ‘good 
morning'—but he actually comes over and pats me on the shoulder!" 


And, speaking of the meeting, it was mightly good to see so many 


of you there. 
A. R. HAHN 
Managing Editor 
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Then you'll want to know 
today’s facts about 
RAILWAY EXPRESS high- 
quality rail or air service, 
designed to meet your 
shipping needs—and why 
this complete service for 
one, all-inclusive charge 
offers the most value 


for your shipping dollar. 


FOR YOUR COPY 


of booklet “Complete Service 

for A Single Charge”, please 
address: Railway Express Agency, 
Inc., Dept. 15, 230 Park Avenue, 
New York 17, N. Y. 
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NATION-WIDE RAIL-AIR SERVICE 
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New York’s shift to the suburbs is accelerating 
rapidly. Proof lies in Nassau County’s Levit- 
town, where a new record of baby food sales was 
set...in Queens County’s 28,858 housing units 
planned or constructed for 102,591 people. 


This shift to the suburbs means changes in shop- 
ping centers, changes in shopping streets, changes 
in shopping habits. Changes that pose new prob- 
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lems in distribution, in sales, in advertising, 
almost daily. 


These changes are taking place, not only in New 
York, but in major markets from coast-to-coast. 
Changes that are important to your sales plan- 
ning. For in changing markets, yesterday’s sales 
program won't produce today’s quotas. You need 
today’s market facts to make today’s sales. 


SALES MANAGEMENT 


H.A.S. men have their fingers on the 
“sales pulse” of the ten major markets 


across the country which they represent. - 


They’ve charted, classified, evaluated 
these markets block by block. Know the 
changes taking place constantly as popu- 
lation shifts, as retail areas move, as traffic 
is rerouted, as buying habits change. 
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As a result, the Hearst Newspaper Re- 
search and Marketing Departments’ 
“Marketing Aids” have proved helpful 
to many sales and advertising executives. 
Perhaps, we can be of service to you. To 
investigate the possibilities, call or write 
the Hearst Advertising Service man 
nearest you today! 


Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. 


Offices in principal cities | Baltimore News-Post American 
representing Pittsburgh Sun-Telegraph 
New York Journal-American San Francisco Examiner 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 
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GIVE US THE TOOLS: “The moral factor in having effective sales tools is as important as 
the tools themselves."—Gertrude Smith, Advertising Manager for Koret of California, Inc. 


A KIT FOR EACH NEED: Koret tailors its sales kits to the sales jobs. There's 
the continuous fold (above-rear), the table-top flip-flop, and the satchel case. 


A good merchandising plan provides sales ideas for every- 
one. Koret of California furnishes its sales force with a 
series of sales kits tailored to its products and prospects. 
This is part of a plan to sell the people who sell the goods. 


A howling mob of consumers, bat- 
tering at a retailer’s door, screaming 
for a manufacturer’s product, is a 
dream ... a manufacturer’s dream. 
Toward the end of accomplishing 
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that dream, some manufacturers are 
overlooking their most vital sales job 
today—that of selling the salesmen 
and the retailers who sell their 
products. 


Koret's 
Toughest 
Prospects: 

Its Own 
Sales Staff 


BY GERTRUDE SMITH 


Advertising Manager, 
Koret of California, Inc. 


We've a firm belief that our con- 
sumers must be reached by advertis- 
ing; but, the people who challenge 
our ingenuity most number just 40. 
They’re our sales representatives who 
translate our merchandising program 
into local business and thereby make 
it national business. 

Apparel was one of the first indus- 
tries to get a post-war “new look.” 
That new look brought in more than 
the covered knee and the clinched 
waist ; it also brought in the rolled-up 
sleeve and the tightened belt—known 
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National Representatives . . . O'Mara & Ormsbee, Inc. 


San Francisco 
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1 apres MORE to California than just coast. There's a 
third big market inland. It’s the Gold Rush country 
of 1849—now known as the Billion Dollar Valley. Here 
gross buying power tops 2!/ Billion . . . and total annual 


retail sales exceed all of San Francisco’s and all of 
San Diego's combined.* 


But keep this in mind: The Valley is an independent 
market, with little interest in outside newspapers. So to 
cover it. make sure your California schedule includes 
the strong /ocal newspapers—The Sacramento Bee, The 


Fresno Bee and The Modesto Bee. These three McClatchy 
newspapers blanket the Valley as does no other com- 


bination—local or West Coast. 


* Sales Management’s 1948 Copyrighted Survey 


ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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NEW Love Goddess” 


New Dominance for 
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HAT 
HARDER 


at Buffalo’s Food Buyers 
..-Use the Courier-Express 


“Food News”...7 days a week with 10 times the editorial space formerly 
devoted to food and food preparation...is one of the many reasons why 
the Courier-Express is the favorite paper of Buffalo housewives. And it’s 
also one of the many reasons why food advertisers have increased their 
linage 118% during the last 10 years in Buffalo’s morning and Sunday 
newspaper. 

Remember, your dollar in the 
Courier-Express buys greater impact 
on the families with more money to 
BUY your products. 


on Filmdom’s Horizon... 


ap 


Deep South Advertisers 


The combined city daily circulation of the power- 
ful morning Times-Picayune and the influential 
evening States is greater than the total number 
of homes in New Orleans! There’s continued in- 
dustrial growth, expanding port trade and re- 
tail activity well above the national average in 
New Orleans, the South’s Greatest Market. More 
and More Deep South advertisers are getting the 
most for their money from the regular use of 
this unbeatable combination. 


*Corinne Calvet, new French 
beauty, introduced in Hal Wallis’ 
“ROPE OF SAND,” starring Burt 
Lancaster, Claude Rains, Paul 
Henreid. 


REPRESENTATIVES: JANN & KELLEY 


today in other industries as the 
“‘leveling-off period.” 

Our new job with the new look 
was a selling job. We decided our 
40 salesmen would be our first objec- 
tive. We embarked on a sales presen- 
tation program that built up an assur- 
ance with our men that their house 
was coming through with the mer- 
chandising “know how” and _ the 
thought leadership they expected of 
it. The sales presentations, once ab- 
sorbed by our own men, were then 
put to work by them to sell the other 
persons who sell our merchandise— 
the retail stores. - 


Timed Promotions 


Our first sales presentation was 
built around one of our timed pro- 
motions on a group of eight “Cordu- 
roys for ’49ers.” We utilized cor- 
duroy fabric for the cover of this 
book. It was constructed on a con- 
tinuous fold pattern so that the pages 
could be turned as in a book. In addi- 
‘tion, the presentation could be used 
as a standing display, featuring one 
expanding fold, for effective show- 
room use. 

The opening pages of this presenta- 
tion covered the previous year’s sell- 
ing record on the same fabric group. 
The following pages outlined the na- 
tional advertising support for the cur- 
rent promotion as well as the aids we 
offered our dealers. The book ended 
with photographs of the merchandise. 
We placed the styles last in the book 
to impress upon our salesmen that 
this was not merely a “picture book” 
but rather a selling tool. When they 
used the selling tool, it put the mer- 
chandising story over with our re- 
tailers. 

In the final analysis, our ‘“Cordu- 
roys for ’49ers” book helped retailers 
to write a 40% increase over our 
previous year’s business on this group. 
Dollar volume at retail—$1 million. 
Over 37% of the retailers who 
bought the merchandise ran news- 
paper ads, at their own expense, sup- 
porting the promotion and our mer- 
chandising program. Almost to the 
last store, they carried out the theme 
set six months previously in our sales 
presentations. 


Next Step 


Our next job of selling the people 
who sell took the form of a spiral- 
bound book built around our entire 
Fall 1948 line. We called it ‘“Time- 
less Styles for 48” in our own effort 
to settle the churning over which new 
look would be the look. At this time, 
we introduced a new concept of mer- 
chandising a combination style-classic 
line by bringing out co-ordinated 
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groups, cross-balancing the line price- 
wise among the groups. The book was 
sectionalized by fabric groups and 
cinched our new sales pattern with 
our own salesmen, making our effort 
a “first” with retail stores. 

Each fabric section covered the 
complete merchandising story on that 
group of garments. We brought out 
fabric value points, for they were 
again important to buyers. We in- 
cluded proofs of the dealer advertis- 
ing mats available, and a pocket page 
provided space for our national ad- 
vertising reprints on that group as 
they came through. The soundness of 
this operation continues to be proved 
in 1949; several styles introduced the 
previous year are still selling on a 
volume re-order basis. 


Next, we brought out a 40-page 
styled-up leather portfolio for use by 
our regional sales managers only. 
This was called “The Merchant 
Plan” and was, and is currently, used 
as an institutional selling piece with 
retail executives. “The Merchant 
Plan” illustrates—with proof of per- 
formance—that Koret of California’s 
merchandising pattern simplifies a re- 
tail buyer’s problems: The company 
offers well-timed promotions for in- 
tensified selling plus basic stocks for 
basic business. 


Research Background 


This presentation was made as a 
result of our own research into a 
retailer’s needs. It serves as guidance 
for smaller retailers who do not have 
the facilities to find for themselves a 
proven pattern of post-war operation. 

Our next sales presentation was 
aimed at our Spring 1949 line. It 
followed essentially the same pattern 
as our Fall 1948 line book, but it 
underscored, with our new merchan- 
dising theme, our basic concept of 
merchandising. Here, we launched 
our theme of “Pair-Offs.” Within 
four weeks after this presentation 
went on the road with our salesmen, 
our retail advertising checking serv- 
ices were sending in dealer ads fea- 
turing Pair-Offs. The presentation 
also moved merchandise. 

By this time, sales presentations 
for our salesmen were becoming the 
rule and not the exception. 


November of 1948 we launched 
our annual promotion on nine Denim 
Pair-Offs. This presentation was di- 
vided into three sections: the styles, 
the build-up, the tie-in. It analyzed, 
both for the salesmen and for their 
accounts, the merchandise itself, the 
national promotion behind it, and the 
sales promotional material we offered 


to bring the pay-off into the retail 
stores. 
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The selling job on this group of 
merchandise offered a challenge to us 
in that we had to sustain a fever pitch 
in the promotion for a period of 
three months with our retail stores. 
We built the presentation around 
three three-fold pages, making use of 
covers of magazines in which our 
advertising and publicity was to ap- 
pear over a three-month period. We 
also worked up our promotion pack- 
ages to stores on a sliding scale pat- 
tern to cover each store three times 
throughout the season in order to 
keep the re-orders coming in. When 
we close up shop on this promotion 
in June, 1949, we expect our whole- 
sale volume to hover around $1 mil- 
lion. That’s a lot of business on nine 
styles, in one fabric, in one color only, 
and at an average wholesale price 
of $4.75. 


Travel Theme 


On the road currently is our 
“valise” presentation which launches 
our “Triptaker Pair-Offs.” There 
were several angles under which this 
group could have sold, but we wanted 
to emphasize the weekend wardrobe- 
travel theme. We stamped out some 
valise-shaped presentations, covered 
them with leather-grain paper, added 
an artwork luggage tag, and set the 
selling theme we wanted. Our selling 
period has the hazard of an uncom- 
monly late Easter this year, and we 
needed a single strong theme to pre- 
dominate in the effort. The presenta- 
tion set the pattern. 


Our sales presentations have cost 
us remarkably little. It is generally 
conceded by the salesmen who use 
them that they have been “power 
punches” in their sales effort. Accord- 
ing to some of our men the morale 
factor in having effective sales tools 
is as important as the tools them- 
selves. Certainly, for the 5% of our 
advertising budget that these presen- 
tations have cost us they have done 
an excellent job. 


The Big Question 


National advertising throws a wide 
dragnet around millions of consumers, 
pulls in with product appeal, copy 
appeal and layout appeal—and still 
the biggest numbers get away until 
the dragnet has been thrown out with 
consistency over a number of years. 
The effort is vital and the “catch” 
makes businesses big. But when we're 
sitting at a sales manager’s elbow 
and want to see something happen 
fast, it’s worth while to ask the ques- 
tion: ‘Have we sold the people who 
sell our goods?” 


Three Men Who 


Must Say YES 


) Builder 


) Retail Lumber Dealer 
) Building Material Jobber 


You can reach and sell these 3 factors 
who control buying in Light Construc- 
tion in every trading center and trad- 
ing area through one publicatior - 


American Builder. 


1. Builder 


Buys your product from the Dealer. 
American Builder reaches more than 


50,000 builders. 


2. Retail Lumber Dealer 


Supplies the needs of the builders. 
He demands that the jobber stock his 
requirements. American Builder 
reaches 13,000 dealers who control 


85% of the total volume. 


3. Building Material Jobber 
He must be sold to stock your product 
for distribution to the retailer and on 
to the builder. American Builder 
reaches more than 900 executives and 
salesmen of the leading jobbers of the 


United States. 


pore crores 
¥ 3 
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There is no larger or stronger 
group of volume buyers at 
the strategic points of sale 
than American Builder's 
81,000 subscribers. 


AMERICAN BUILDER 
CIRCULATION 


the largest and most comprehensive in 
the field of residential, commercial and 


farm building. 


Contractors, Builders 
(all classes) 52,518 
Lumber and Material 
Dealers, etc. 13,968 
Real Estate, Finance, 
Insurance 3,425 
Commercial & Industrial 
| Organizations 2,663 
; All Others 8,958 
‘ Total 81,532 
hy Note: American Builder circulation 97.4% in 


United States; 2.2% in Canada; 0.4% Foreign. 


AMERICAN 


BUILDER 


@30 Church Street, New York 7, N.Y. 
© 79 West Monroe Street, Chicago 3, Ill. 
A SIMMONS-BOARDMAN PUBLICATION 
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...In 1948 
‘The News carried 


more Display Advertising 


tri 


co 


fo 


than any other New York newspaper 


ever carried... 


in any year! | ° 


Cc 
Total DISPLAY... 32,449,182 
.». which was some 6,500,000 lines more 

than the next New York newspaper 2 

Cc 


Retail DISPLAY... 26,315,350 f 


...more retail advertising than was carried by any 
other newspaper in the United States in 1948 


Dep't STORES... 10,428,006 


...the first time on record that any New York r 
newspaper carried more than 10,000,000 lines of 
Department Store advertising in a single year 
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Display e e e is the kind of advertising that 


tries to tell the world! 


The display advertiser sacrifices the security of the classified 
columns where the customers come to look...takes his chance 


for recognition in the open competition of the whole paper. 


Display advertising is the Magna Carta of modern commerce 
...the assurance to business of liberty, equality and fraternity 


in print ...anda particularly American institution. 


To the small business, Display advertising is a compensation 
for the capital and clientele it doesn’t have, a substitute for 
small stocks and a side street address, a bid for growth and 
progress... Io the big company, it is bread and butter, life 
insurance, and the means of making the most of its investment, 


facilities and potential. 


Display advertising does not get its draw from the size of 


the space—a lot of mountain sides are for sale cheap!—but from 
the size of the audience... which explains why The News 


carries more Display than any other newspaper in the world. 


The largest newspaper circulation in America...more than 
2,250,000 daily, and in excess of 4,400,000 Sunday... is 
concentrated in the world’s best market. And the small News 
page gives better display to all advertising . . . 

The News is also a very productive medium—which is 


probably the best reason an advertiser could have! 


THE NEWS New York’s Picture Newspaper 
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220 East 42nd St., New York City... Tribune Tower, Chicago, 
155 Montgomery St., San Francisco 
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What Can We Do to Take Some of 
The Gamble Out of Color? 


No one individual, no committee, can make much more than 
a wild guess on the probable degree of acceptance by the 
public of various color finishes for the product. The best 


insurance is adequate research and careful study of trends. 


BY FABER BIRREN President, American Color Trends 


Within short memory color styling 
was a complex problem. Whenever a 
product was hued, volume and profit 
would be up or down, depending on 
the likes or dislikes of the public. 

However, during the war, and in 
recent years, manufacturers and re- 
tailers did quite well despite price 
ceilings, high labor and material costs. 
The reason: Everything sold quickly. 

Today the make-sell process has 
more interruptions and slow-downs. 
Prominent among them in many 
products is the bugaboo of color. Re- 
tailers are reporting higher _per- 
centages of unsold stocks. To meet 
competition, manufacturers’ lines are 
increasing in number of patterns and 
colorings. Retail inventories are piling 
up. Off-goods and distress merchan- 
dise are again with us. 


Volume Considerations 


Perhaps these are good days to re- 
count the blessings as well as the 
hazards of color, and to set the record 
as straight as possible for the future. 
In the remarks to follow, however, 
volume products and volume markets 
only are considered. The conclusions 
apply to average Americans, not to 
high style and exclusive markets pop- 
ulated chiefly by sophisticates and 
high income groups. 

How should the problem of color 
selection be approached? Should we 
rely on taste or fact? 

Most stylists, designers and artists 
are trained to an esthetic and highly 
personal viewpoint. By and large they 
have little sympathy for common- 
place things. Yet, if the wants of the 
American public are to be gratified, 
the process of choosing colors must 
be democratic rather than aristo- 
cratic. ; 

There are many instances on record 
in which the personal theories of an 
artist have not weathered public re- 
action. One manufacturer of greet- 


ing cards practically went out of busi- 
ness some years ago by switching to 
deep colors (rather than holding to 
bright “sweet” colors) without veri- 
fying their appeal to his customers. 
He felt inspired over the change, and 
so did many of his dealers. ‘The 
public, however, was completely un- 
impressed. 

While the artistic merit of works 
of art may be difficult to judge, this 
is by no means true in the field of 
merchandising. Where products are 
concerned, “beautiful merchandise is 
that which sells.”’ Business has a sure 
criterion. 


Research Aids 


Obviously, the management end ot 
business needs help. If artists are 
necessary to perform styling tasks, 
they should not be permitted to act 
on hunch. Sales analyses, market 
studies, statistical compilations, con- 
sumer research data all may be weari- 
some to the average esthetic mind, 
yet without these aids there can be 
little assurance of success in the com- 
mercial world. 

If a company makes a product in 
small quantity, sells it at a high mar- 
gin of profit and deals with stores 
having an exclusive clientele, it may 
conceivably do as it wishes. There are 
women whose sole judgment is, “I'll 
buy it if I’ve never seen it before and 
if nobody else has it.” Any styling 
for these women is, of course, beset 
by many risks. The saturation point 
is almost nil; demand may stop short 
in an instant; the manufacturer may 
never hope for stabilized volume or 
steady profits. 

Sophisticated buyers differ essen- 
tially from volume market buyers. In 
apparel, sophisticated buyers go pale 
whenever they see the same garment 
on anyone else. On the other hand, 
the average American studies her 
neighbor and then hurries forth to 


emulate her. In home furnishings, 
sophisticates demand everything to fit 
in with some expensive scheme of co- 
ordinated decoration. The average 
American, buying one piece at a time, 
wants each purchase to be individually 
appealing, co-ordination or no co-or- 
dination. 

Thus to follow high style fashions 
and to expect them to be greeted with 
nation-wide approval is futile. While 
it may be admitted that volume styles 
originate in high-style markets, for 
every one color that works its way 
into the favor of the general public, 
there are a hundred colors that will 
be impulsively rejected. The sensible 
thing to do is to keep a wary eye on 


high style trends and not to market 


them until there is tangible assur- 
ance (through research) of general 
popularity. 


Customer Analysis 


We must understand our custom- 
ers and markets and remain loyal to 
them. Where color is concerned, 
high-styled merchandise is not easily 
passed down or adapted to mass mar- 
ket buyers. The man who in years 
back conceived of a vast shoe store 
in which all classes of people could 
be served, witnessed the failure of his 
idea. Certainly, dilettantes hesitate to 
brush elbows with ordinary human 
beings; the masses dislike the fastidi- 
ous and exaggerated taste of sophis- 
ticates. 

It is a common belief in merchan- 
dising and advertising that if a prod- 
uct is given enough promotion it can 
be “put across” with the American 
public. While this may be true of 
automobile fender lines, automatic 
washing machines, and hem lines of 
women’s skirts, it rarely is true of 
color. 


Emotional Factors 


There are many instances on record 
in which store-wide promotions of 
color, city-wide promotions, and even 
industry-wide promotions have failed. 
Matters of design, form, pattern, 
utility, function—in which the eye 
and brain are appealed to—may 
readily and successfully exploited. Yet 
color is more emotional in its impres- 


sion, and if the reaction of the buyer . 


is unfavorable, no amount of argu- 
ment will help. 
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Executives plan business moves in the light of vital 
spot facts they get in the Journals of Commerce 


Eacu day’s events can affect the profits of 
business and industry. 


A policy announcement by the President. 
A drought in a distant land. An impending 
strike in X-industry. 


To many a business, issues like this carry 
vital implications. New scarcities? An in- 
crease in demand? A hike in prices? New con- 
trol factors? A marketing bottleneck? An 
inventory squeeze? A narrowed profit margin? 


Each day the Journals of Commerce (New 
York and Chicago) spotlight all the significant 
news for business and industry. These complete 
daily business newspapers are edited solely for 
business, industrial and financial interests. 
Spot dispatches from a world-wide staff and 
exclusive business-angled news features, fun- 
neled down to the specific interests of man- 
agement executives. 


To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 


-Interpret the facts and make decisions to 


meet the indicated conditions. 


No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that spark action. 


THE 
Journals of Commerce 
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Do you advertise a aisha product or service? A com- 
mercial or industrial commodity? A consumer product with 
a top-income market? Have you securities to sell in a market 
that has capital to invest? Do you have an institutional 
message for top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
who DECIDE .. . in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


The Journal of Commerce, 53 Park Row, New York 15, N. Y. 
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_ Chicago Journal of Commerce, 12 E. Grand Avenue, Chicago 90, Ill. 
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In home furnishings, for example, 
promotions may be built around such 
widely divergent interests as the Ming 
Dynasty or the paintings of Vincent 
van Gogh. Yet in any season where 
both fashions may be offered (and 
where actual design motifs may be 
radically different) the same colors 
will sell best, regardless of pattern. 

Color represents a choice of heart. 
It involves a certain magic to which 
the consumer exposes herself and 
waits for a reaction. If pulse and 
respiration go up, the color is prompt- 


ly bought. If her vascular system is 
without a tremor, she will remain 
adamant no matter what reasoning is 
brought to bear upon her. 

In the scramble that followed the 
depression of 1929, many queer things 
were done. Stoves, for example, were 
produced in strong colors such as red, 
blue, green. Although business was 
bad enough for economic reasons, 
these colored stoves couldn’t be sold 
at any price other than a fraction of 
cost. If Americans don’t like a color, 
no amount of argument seems to per- 


A Remarkable 


Combination 


QUALITY... ECONOMY 


MOVIE-MITE pioneered the idea that complicated, ex- 
pensive equipment is superfluous and unnecessary for 
finest 16mm projection outside an auditorium. The mod- 
ern MOVIE-MITE, for SOUND or SILENT 16mm films, 


Model 63LMB 


16mm Projector 
for Sound or 
Silent Films 


features light weight, compactness, simplicity, efficiency 


and economy with marvelous results. 


MOVIE-MITE, complete with speaker, weighs only 26 Ibs. 
Universal A.C. or D.C., 105-120 volt operation. 


422 


90 


| 98% 


Write for details —See your dealer for demonstration 


MOVIE-MITE CORPORATION 


. 


suade them to buy it and take jt 
home with them. 

Because the manufacturer may 
crowd the retailer with new lines of 
merchandise, and because the retailer 
may similarly crowd the public, color 
trends are likely to be imperiously 
forced. In selling to the American 
public, over-styling is usually worse 
than under-styling. In other words, 
the public is rather slow in making 
up its mind. 


Trend Development 


How long does it take a trend to 
materialize? 

Home furnishing style leaders de- 
rive from fashion leaders but do not 
hit big volume for at least three years. 
A person merely has to study the rec- 
ord of such star colors as shocking 
pink before the war, or flamingo after 
the war. In one year the star color 
may be exclusively high style in 
women’s fashions, along with a dozen 
other hues. A year later, however, the 
other dozen will have fallen by the 
wayside. The star color will pick up 
in acceptance and will be seen adorn- 
ing countless women on Main Streets 
of America. In another year the more 
enterprising manufacturers of deco- 
rative furnishings will have the color 
styled for the home. In still another 
it probably will become a top seller. 


Basic Mistakes 


Despite such trends year after year, 
there are manufacturers and retailers 
who (a) convert the fashion color to 
a home furnishing color too soon, or 
(b) ignore the trend altogether and 
try to sell the public colors which 
seemingly follow no trend at all. 

There is no reliable substitute for 
research in dealing with color prob- 
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DEALERS 
WELCOME 
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WASHERS 


WALK IN 
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NT fal palbger cee lily pagel TOO BAD YOU WEREN'T WITH US 
tyle for volume markets is to wor 
nay J pjectively, gather all available data,  WAEN WE SPENT ALL THAT 
“le question as many human beings as MONEY FOR OUR NEW HOME! 
I : possible, and then (where practical ) $ 
= make a pre-test before actually going $ $s # | 
YE to market. \ ee 
i: Remember also that color trends L//, : 
ie aflect wide groups of products. Re- : : 
ing search on one specific item may not ZF ore i 
be conclusive. Broader interpretation === 
may be necessary. The greatest suc- | <E5=2 
“ is to be achieved where the choice ; VA al 
of color is checked against demands 
to | and desires in other merchandise. 2. We did plenty of figuring 
Even though the products may differ, 1. when we planned that new home 
de. | people are the same. The picture must Te of ours ... 
“a be encompassing, for color must not | 
me 4 mean . — + gap geo 
a ut it must be reflected in the mul- 
a titudinous things which people buy. “a 
ter 
lor Workable Formula 
in 
ow How about a workable formula? | 
he Here are a few suggestions: | 
he Sales records should be checked | 
up with the dealer, to find out what mer- | 
ri chandise has been sold and what | 
hasn’t. 
. 4. HOME OWNERS' CATALOGS told 
m Because practically yisiggd / product | 5. And naturally we studied us exactly what we wanted to 
bears some relationship to other prod- our HOME OWNERS' CATALOGS to know about home building prod- 
ucts in the eyes of the consumer, a help us decide on the things ucts and services we had 
= chart of some sort should be set up | we would buy. noticed in ads ... 
in the office of management. This | 
should be illustrated with specimens | 
of color. Often colors which are | 
" popular in other lines of products 
re are missed completely—and might sell 
“ in big volume if offered. 
. New color ranges should be styled 
4 by dropping off the poorest sellers and 
h by perfecting the best sellers. Hard | 
work at the upper end of a line may 
‘ be excellent strategy. Two variations 
. of a successful hue may be better than | 
adding two untried colors. 


In actual consumer research, prod- 
ucts should be shown with related 
merchandise. Answers may be unsat- 
isfactory unless the public sees the 
entire. ensemble. People think and 
buy in these terms. 


Small Group 


The styling group within a com- 
pany should be a small one, headed by 
an executive who knows the problems 
of management. Hunches and high- 
salaried guesses should be banned. 


5. And we were able to specify 
the building materials, equip- 
ment and furnishings that 
made our home just the way we 
wanted it. 


Maybe we would have pene 
aa YOU have to sell ... if 
you had given us the facts 
about it in HOME OWNERS' 
CATALOGS! 


Reaches home planners at the mo- 


If you want to sell prospective 


Home Cluny 


it’s smart merchandising to 
merchandise your products through 


Home Cuned 
CATALOGS 


All colors proposed: should have some 
justification. 

These suggestions may not be the 
full answer, but they have worked 
well for many organizations. How- 
ever, even the best of doctors doesn’t 
write a prescription or perform an 
operation without a good diagnosis. 


ment they become bona fide ready- 
to-buy prospects. HOW? That's just 


what we'd like to tell you! 


A Catalog Distribution Service of 
F. W. DODGE CORPORATION 
119 West 40th St., New York 18, N. Y. 
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A. T. Kearney & Company 


announces that 


JOHN H. ARMSTRONG 


has become a partner in this firm 


A. T. Kearney & Company 
Management Consultants 
135 South La Salle Street 
Chicago 3, Illinois 


CONSUMER MARKETS 


That’s what one agency man says of 
SRDS CONSUMER MARKETS. 
And hundreds of other agency ac- 
count executives, media and market 
men, consumer product sales and 
advertising managers say they’re 
finding CONSUMER MARKETS 
a most reliable and complete source 
of marketing data. 


It covers all counties, all cities and 
towns with daily newspapers and/ 
or radio stations, all incorporated 
urban areas with populations of 
5,000 and over. Its market maps 
for every state and for every city 
of 250,000 population and over help 


“One of the most help- 
ful and valuable ref- 
erence books I have 
ever had,” says an 
advertiser. 
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is a GOLD MINE 


of market facts 


to visualize the areas of interest 
to you. 


Besides, in the Service-Ads* of 
many individual newspapers, radio 
stations and other consumer media, 
you find additional qualitative in- 
formation pertinent to the prob- 
lem of how to cover marketing 
areas of specific interest. 


Be sure to use SRDS CONSUMER 
MARKETS whenever you need in- 
formation on any local market in 
the U. S., the U. S. Possessions, 
Canada, or the Philippine Islands. 
The new and further improved 
1949-1950 Edition, to be published 
September 1, will give you, along 
with 1948 estimates, the most re- 
cent data obtainable from the U. S. 
Govt. and other reliable sources. 


Service-Ads* are informative advertising 
in CM, that sell by helping people buy. 


CONSUMER MARKETS 


Published by Standard Rate & Data Service, Inc. 
333 North Michigan Avenue, Chicago 1, Illinois 
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Both the product and the public 
should be diagnosed. 

There is an economic side to right 
color. Careless styling methods are 
costly to the American public. They 
are a form of inflation in that the 
salable product must be sold at a 
relatively higher price to cover the 
losses of the unsalable product. Every- 
one profits—the maker, the seller, the 
public—when colors are geared to 
consumer wants and when they con- 
sequently are produced, retailed and 
purchased in substantial volume. 


Advertising Tips for 
Tile Contractors 


As competition looms 
Armstrong Cork helps 
them plan campaigns. 


To help tile contractors to meet 
their advertising needs, Armstrong 
Cork Company’s Building Materials 
Division has prepared a promotion 
book, “Profitable Ways to Promote 
Armstrong’s Veos Wall Tile.” 

“As the market for wall tile grows 
more competitive,” says the foreword, 
“it becomes even more important that 
contractors . . . engage in aggressive 
advertising and promotion.” Basical- 
ly, advertising and promotion should 
achieve these results: 


(1) They should help identify the 
contractor as the local source of sup- 
ply for the material; (2) put the 
contractor in touch with real: pros- 
pects; (3) make the public (particu- 
larly prospective buyers of tile) con- 
scious of Armstrong’s Veos Wall Tile 
as something they should consider.” 


Promotional Aids 


Included are classified advertise- 
ments for telephone directories, sug- 
gestions for direct mail letters to resi 
dences, hotels, restaurants, schools 
and hospitals; selective radio at- 
nouncements. A section of the book 
explains how to build up accurate 
mailing lists for each major commer- 
cial market as well as lists of prospects 
who are home owners or who are 
building homes. 
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Where else can you get so 


much dependable research 
and SELLING POWER, too? 
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The Cleveland Press is not satisfied with only giving 


top coverage and concentration in the busy Cleve- 


land market. We feel that advertisers also need to 


know the many intricate details of the market for 


better planning of advertising, and need dependable 


research for better measurement of results. The seven 


books illustrated here are major examples of what 
The Press does to fill these needs. Know any other 
medium that offers so much to advertisers in addi- 
7 Leiielared: tion to top-grade results? That explains why this 


newspaper is famous for READERS, RESULTS and 


POWER TO DO GOOD--POWER TO MOVE GOODS RESEARCH—the 3 R’s of successful selling. 
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CLEAN REST ROOMS ... 
service station business-building. A Skelly skit stresses the 
idea by sending a comic character streaking for what she 
calls “the bathroom.” She finds it as neat as she could wish. 


. are an important factor in 


VIP'S WERE THERE: At one of the Skelly sales school: 
Alex Dreier (Skelly broadcaster), Gov. Roy Turner of Okla. 
homa, and W. G. Skelly, company president, joined the show, 


* CLEAN MOTORS 
® EASY STARTING 


Skelly Road Show Re-Trains Dealers 
In Courtesy, Service & Salesmanship 
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A bevy of girls, a generous dose of 
comedy, and easy-to-take visual pres- 
entations of promotional plans and 
ideas combine to accomplish a man- 
agement objective. Skelly reports "a 
sharp turn in the sales curve—upward." 


Skelly Oil Co., Kansas City, Mo., 
had a story it wanted to tell its sales 
organization. Skelly has approximate- 
ly 5,000 service station outlets in the 
Middle West. Some are company- 
owned and operated; others are com- 
pany-owned and leased; others are 
independent operations. 

Skelly’s story had to do with new 
products, training for the job to be 
done, station upkeep and maintenance, 
public relations, and a number of 
other things. It wanted, too, to “sell” 
pride in the Skelly name. 

Key people of all outlets were 
brought to central points for meet- 


GIRL STUFF: These mid-riffers played second, short and the 
hot corner on the Skelly team, giving an errorless perform- 
ance. Umpire in the skit was blind but the audience saw all. 
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Before choosing any printing paper... 


Look at Levelcoat... 
for brightness 


Eye it. See how the use of specially 
selected clays gives sparkling surface 
brilliance to Levelcoat * printing paper. 
Print with it! Picture type and illus- 
tration in the brightest looking book 
you've ever produced —on a back- 
ground of Levelcoat luster. 


Look at Levelcoat... 
for smoothness 


Let Levelcoat show you how swan- 


smooth a paper surface can be. You'll 
discover a satiny coating flowed on 
with watchmaker precision —a smooth- 
ness which makes beautiful kiss- 
impression printing both easier to 
produce and more certain in effect. 
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Look at Levelcoat... 
for printability 


The press itself can prove to you the 
outstanding printability of Levelcoat. 
On your next printing job, test the 
uniformly smooth performance of this 
distinctive paper. You'll be happy 
with the results, pleased that you 
gave your printing the Levelcoat lift. 


Illustrated here is a typical use of Levelcoat*, not an actual booklet. 
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«. PAYS > Levelcoat* printing papers are 
\ re) le P i made in these grades: Trufect*, 
OK AT L eve PRINTING PAPERS j Multifect*, and Rotofect*. 
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ings called “sales schools.” It was felt 
that no one should have to travel 
more than 200 miles to attend a con- 
ference. How to get them in? There 
had to be a lure. 

A traveling show was organized. 
Flash folders announcing the show 


carried Hollywood-style pictures of 
girls, girls, girls abbreviated 
costumes ... leg art. The show was 


built around the baseball theme and 
was called ‘“Skellv 9 for ’49.” 

During April and May shows were 
held in Milwaukee, Minneapolis, 
Fargo, Sioux Falls, Omaha, Des 


Ci (MIGHTY Markel 


Airview... 
60 Acre Plant of 
AMERICAN DISTILLING CO. ~ 


Daily Mashing Capacity, 
13,500 bu. 
Production Capacity 
75,000 Proof Gallons 
of Spirits Daily 
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Moines, Peoria, St. Louis, Springfield, 
Ill., Oklahoma City, Wichita, Den- 
ver, Kansas City, and Shreveport. 
The smallest attendance was about 
150; the largest, in Kansas City, was 
approximately 700. The Skelly com- 
pany calls itself a “farmer’s oil com- 
pany.” A majority of its stations are 
in rural communities. The shows 
brought the small-town station opera- 
tors to some not-too-distant metropolis 
for a day of business sprinkled with 
fun. 

To put the show over with a bang, 
a professional big-town cast was or- 


in a Series... 
Metropolitan ff 


Peoria’s Major 


/ JOURNAL: STAR 


PEORIA NEWSPAPERS. INC. Agent 


National Representatives - WARD-GRIFFITH CO.. INC.. Offices in Principal Cities 


96 


ganized. Ten actors, a_ three-piece 
band and four stage hands, made up 
the troupe. The troupe, with a staff 
of Skelly representatives, was flown jn 
a company-owned Lockheed plane 
from city to city. A special truck car. 
ried scenery and stage equipment. 

Top Skelly officials made regular 
appearances: Jess Knowles,  vice- 
president in charge of marketing; T. 
P. Mannion, advertising and sales 
promotion manager; Dan R. Breen, 
sales manager, wholesale; R. W, 
Kerr, sales manager, retail. A repre. 
sentative of Henri, Hurst & McDon- 
ald, advertising agency, also went 
with them. In all, 27 persons made up 
the entourage. 


Audience Appeal 


Alex Dreier, Skelly broadcaster, 
opened events of the day each mor- 
ning, broadcasting at a breakfast for 
all guests. The company claims that 
3,000,000 people listen to the Dreier 
broadcasts, so his appearance on the 
program gave big impetus to the meet- 
ings. Each day there was a luncheon 
and all present were guests of the 
company. The series of meetings cost 
Skelly approximately $100,000. Its 
gross business last year was $180, 
000,000. 

At the opening of the day’s meeting 
one of the more important Skelly off- 
cials from the home office gave a 
short talk in which he said: 

‘The purpose of this sales school is 
to pass on to you some ideas on service, 
merchandising and products which we 
believe will be of assistance to you in 
increasing your profits. It has become 
the great American custom these days, 
even in politics and the election of a 
president, to dramatize the ideas and 
thoughts that people wish to convey, 
and we are using this method of 
telling you some things we believe will 
be helpful to you today. 

“The point I want to make is that 
competitive conditions are nothing 
new, but that they do require a differ- 
ent approach than we have used for 
quite some few years. There is still 
tremendous need for all the things 
we have to sell. There is money t0 
buy them with. The only difference i 
that the buyer is becoming ‘choosey. 
That’s where courtesy, service and 
salesmanship enter the picture.” 


Girls, Too! 


At this point the girl-show started. 
The girls, dressed in baseball unt 
forms, tripped onto the stage. This 
act, comedy for the most part, with 4 
blind umpire, nevertheless developed 
the idea that merchandising gasoline, 
oils and kindred products was a game 
that had to be run under rules of 


SALES MANAGEMENT 


What happens is that the customer se- 
lects the merchandise she wants all by 
herself. 

She picks the brand she wants—and 
presses the button. 


As this trend toward self-service grows 
—and it is growing—one point becomes 
perfectly clear: if you want her to press 
the button for your brand, you've got to 
sell her before she gets to the store. 

And that puts it squarely up to your 
advertising, 


Young & Rubicam, Inc. 
ADVERTISING 


New York Chicago Detroit San Francisco 


Hollywood Montreal Toronto Mexico City London 
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toiow any Wall tistener 


---to town 


THE KEY 


To am \\ / 
PREFERENCE 


NASHVILLE 


There cre millions of WSM listeners, in a circle 
with many hundreds of miles radius. They are all 
kinds of people—urban, rural, rich and poor. 


Pick any family, or any hundred families—and 
follow them to town. Watch them buy. Then check 
what they have bought against the list of WSM 
sponsors—and you'll see what we mean when we 
talk about the exceptional pulling power of WSM. 


Then ask those families why they buy from the 
WSM list, why is it so definitely their shopping 
guide? The answer will be very simple. ““We‘ve 
been listening to WSM for a right long time, now, 
and we never have had cause to disbelieve any- 
thing we hear on it.” Is there, anywhere, a more 
powerful background for selling? 


CLEAR CHANNEL * 650 KILOCYCLES * NBC AFFILIATE 


play ; that perfection in team play was 
the deciding factor in winning games, 

In another act one of the girls, 
dressed as a “nice old lady,” came 
onto the stage looking for the bath- 
room.” She entered hesitantly, show- 
ing doubt and distaste, only to re- 
appear in a happy mood. She hadn’t 
found it “derned dirty” as she had 
expected. 

“Good housekeeping is a mighty 
important part of our Skelly Approved 
Service,” the announcer pointed out. 

Here there was an opportunity to 
introduce a series of sales charts to 
get across business-getting ideas. Then 
the curtains were drawn back for 
another act. A small town “jedge” 
was sitting in his “co’t.” The prisoner, 
a nicely dolled-up girl, was brought 
in by a local constable. 

“This female comes a-barrellin’ 
down the road doin’ all of 37 miles 
an hour,” he tells the “jedge.” He 
added that one of her headlights was 
out and that her tail light wasn’t 
working. 


Chalk Talk 


The “‘jedge,” getting a quick eyeful, 
softened up visibly. He didn’t want to 
fine so nice a package. After carefully 
thought-out comedy, he let her off if 
she’d submit her car to Shelcheck 
Safety Service. He lectured her on the 
value of such service, in detail, and 
that helped to get the points and 
values of the service, from a sales 
angle, across to the audience. The 
idea: They'll remember the talk and 
be better salesmen for the same thing 
when they get back home. 

This scene was followed by a 
straight-from-the-shoulder talk by a 
company executive who again used 
graphs and charts to clinch his argu- 
ments. 

Skelly stations sell a variety of 
items: appliances, hardware, paints, 
anything with good turnover which is 
suitable for the locality. In another 
scene a girl came in drawing a little 
red wagon. She said she wanted to 
get some red paint to brighten it up 
a bit. 

A station attendant quipped that 
she might want a “junior Greasemas- 
ter job.” 

Her “gran’pappy” appeared and 
the attendant sold him Greasemaster 
service for his car and enough red 
paint for his barn. He also put “gran’- 
pappy” through the routine—tires, 
battery, etc.—and to profit. 

As the play went on through the 
day the band came in at proper mo- 
ments with fanfares . . . just as i 
radio, for the program follows script. 

There was one pretty wild scene: 
the birth of a baby. It was the Skelly 


SALES MANAGEMENT 


ae a le To.UlUCo* oe 


es ———-am em ec 


way of announcing a new product— 
Skelly Supreme Motor Oil. The an- 
nouncer said: 

“Well, folks, here’s our new baby, 
Skelly Supreme Motor Oil, just born 
for you! This is the last word in a 
perfect motor oil.” 

And then: “Here’s the twin. Skelly 
Supreme Multi-Purpose Grease, an- 
other new product leader proudly pre- 
sented by Skelly Oil Company.” 

With that came a sales talk, with 
more charts, with specifications, ex- 
plaining how these products, a new oil 
and a new grease, do the job that a 
whole series of oils and _ greases 
formerly did and so cut down chances 
of error and at the same time reduce 
the number of items needed in the in- 
ventory. 

At one point the program went into 
Dreier’s seven solid years of handling 
the Skelly morning news program 
over 26 NBC stations and Lloyd Bur- 
lingham’s Saturday morning broad- 
casts. It also told the story of the 
W. G. Skelly award for superior 
achievement in agriculture, going 
since 1942. Every Saturday since then 
some outstanding farmer, farm family 
or farm youth has been recognized 
for accomplishments and _ presented 
with the Skelly award. 

Skelly’s newspaper advertising pro- 
gram was explained. Almost all of 
those present were informed on this, 
but it helped to re-sell them and to 
get more cooperation. 

Other sales helps were described: 
Customer give-aways such as the farm 
almanac, motto memo books, a farm 
record and inventory book, dozens of 
product leaflets, imprinted to per- 
sonalize the dealer, and so on even to 
a rubber stamp for more personalized 
promotion. Then there were descrip- 
tions of other available merchandising 
helps such as pump globes, pump 
panels, decals, tire centers, counter 
displays, tire stands, window valences, 
and so on. 

Skelly management says that al- 
ready a sharp turn in the sales curve, 
and upward, indicates that feminine 
pulchritude, curves, and wreathed 
smiles, as spread through several mid- 
Central states, is paying off and will 
pay more. 


Coming ... 


. in the July | issue the story 
of how the American Safety 
Razor met the challenge of 
a highly competitive mar- 
ket, an over-crowded field. 
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OFFERS COMPLETE COVERAGE 
OF THE RICH 
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MARKET 


Daily Circulation 
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Sunday Circulation 
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through various editorial pd 


AVERAGE NET PAID 
6 MONTHS’ PERIOD 
ENDING 3-31-49 


$1.09 in 


Paper Co., in the 
WF, had net profit of 
pI, equal to $3.82 a 
Sn share, compared with 
13,408, or $3.68 in 1948. 


Cleveland Trade Area 
Ruling Upheld by ABC 


THE board of directors of 

the Audit Bureau of Circula- 
tions April 29 unanimously sus: 
tained the ruling of its manag- 
ing director in excluding certain 
territory from the retail trading 
zone of Cleveland. 

On a petition to the ABC by 
the Akron (O.) Beacon Journal 
to. restrict that territory and 
take it out of the Cleveland 
zone, J. N. Shryock, managing 
director of ABC, gavé approval. 
The Cleveland Plain Dealer ap- 
pealed the decision to the ABC 
directors and at the March 5 
meeting in Florida representa- 
tives of the Beacon Journal and 
Dealer presented their 
eases. Action on the appeal 
was deferred until the April 
29 meeting when the board 
managing di- 
rector. 

Effect of the ruling is to re- 
vise the Cleveland trading area 
to exclude the following cities, 
villages and townships in three 
counties: 

Summit County: cities of Ak- 
ron, Barberton, Cuyahoga Falls; 
villages of Lakemore, Mogadore, 
Munroe Falls, Silver Lake, 
Tallmadge, Clinton; townships 


of Copley, Coventry, Franklin, 
Greene, Norton and Springfield. 

Medina County: city of Wads- 
worth: townships of Wadsworth 
and Guilford. 

Portage County: townships of 
Brimfield, Suffield, Randolph, 
Atwater, Deerfield, and Roots- 
town. 

Usually, trading areas are es- 
tablished by agreement of news- 
papers in a city with approval 
of ABC. P. L. Thomson, ABC 
president, told Epiror & PUB- 
LISHER action of the board is 
not unusual and that there have 
been similar cases decided by 
the board such as the Mason 
City, Ia., petition to be excluded 
from the Des Moines trading 
zone. 

Mr. Thomson _ stated other 
cases are now pending before 
the board and have been re- 
ferred to the management for 
investigation. 

At the March 5 meeting, the 
ABC board appointed a com- 
mittee to investigate the gen- 
eral .question of the bureau’s 
basis and procedure for estab- 
lishing trading areas. The com- 
mittee has not completed its 
study. 


—Reprint from EDITOR & PUBLISHER. May 14. 1949 
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Export Sales Zoom When Gillette 
Drops Jobbers, Sells Direct 


Based on an interview by Bernard G. Priestley with 


A. W. K. BILLINGS, JR. 


Export Manager, Gillette Safety Razor Co. 


Results little short of spectacular have been achieved 
by Gillette Safety Razor Co. since they abandoned native 
wholesalers in Latin and South America and began to sell 


and promote and advertise on their own. Here's the story. 


By taking over in Latin America 
and South America practically all 
wholesale distribution of its products 
itself and pushing them by modern 
selling methods as far as local customs 
will permit, Gillette Safety Razor 
Co., Boston, has doubled and re- 
doubled sales of razors, blades, and 
other items in many of these countries. 

Moving its products at wholesale 
in this way, Gillette is breaking a 
precedent of some 30 years’ standing, 
all distributing previously having been 
through agents and jobbers. The 
change-over was started about 10 
years ago. Then came the war in 
Europe, and soon defense and war 
preparations in the United States and 
in much of the rest of the Western 
Hemisphere. Not until the end of the 
conflict did Gillette really gather 
momentum into the plan. 

What are specific results? 


The Case of Mexico 


Take the case of Mexico. Gillette 
established its own jobbing company 
there in 1945. Sales during the next 
year were four times as great as in 
the previous year under an agent. 
That was right after the war when 
thousands of people wanted safety 
razors and many more thousands 
wanted a pack or two of new blades. 
A temporary demand perhaps? Well, 
the next year sales were still three- 
and-a-half to four times the agent’s 
figures for 1944-45. The following 
year, 1947-48, the previous year’s 
figures were doubled. 

The record in Mexico was largely 
responsible for the addition of a 
Mexican plant to the company’s chain 
of factories in many parts of the 
world. 

In Cuba the story is similar. There 
Gillette became its own jobber in 
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1929. Sales were increased gradually 
until about the time the United States 
entered the war. After that few razors 
and blades could be supplied because 
the Gillette company went into war 
work on an extensive scale. During 
the first post-war year sales started 
upward again. Now they are running 
four times greater than for that year. 

In Brazil, Chile, Colombia, Peru, 
Ecuador, and other countries the rise 
in volume is patterned similarly. It is 
also true in Argentina, the only large 
country among the nations ta the 
south where the outside jobber or 
agency plan has been retained. That 
exception to the rule was made, ex- 
plains A. W. K. Billings, Jr., Gillette 
export manager, because the distribu- 
tor there, Palmer & Co., has been sell- 
ing Gillette razors and blades for 40 
years and the company and the jobber 
have grown up together. Moreover, 
that jobber is going after business on 
Gillette products along the same ag- 
gressive, yet domesticated, lines as is 
the Gillette company in other coun- 
tries. 

Factories were established in Brazil 
and Argentina to serve the people 
better and quicker at lower prices. 
Surveys had indicated there were op- 
portunities to substantially extend the 
markets for Gillette products in those 
countries. Surveys, Mr. Billings says, 
were the backbone of Gillette’s 
stepped up efforts to increase volume 
in the Latin American and South 
American countries. 

Generally speaking, survey plans 
called first for all available informa- 
tion from the governments of the 
countries: maps, charts, figures, etc., 
indicating density of population, buy- 
ing power, transportation facilities, 
road conditions, and other circum- 
stances in various sections of these 


‘Los prefiero DELGADAS”” 
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@La barba dura y cerrada 
Como por magia se elimina 
Con la hoja Gillette Delgada* 
Que es econdémica y fina. 


*Llamase también Roja o Dorada 


GILLETTE, WITH SPANISH SAUCE: Those 
insinuating Latin-American rhythms even get 
into advertising copy. Puerto Rico ads com- 
bine swing-time as well as the magic touch. 
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NOR THE POWER OF THE MAGAZINE that’s so rich in sprightly enter- Ladies’ Home JOURN AL 


tainment, and in practical, inspirational living informetion, that it is bought 


by 4,500,000 women —the largest circulation of women in the world! = = — THE MAGAZINE WOMEN BELIEVE IN 
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Leading the State in Effective 
Buying Income per Family 
($6,791) ... Fort Wayne also 
tops all other Indiana cities in 
Retail Sales per Family ($4,553) 
.. (Sales Management, 5-10-49). 


ae 
100% Merchandising Co-operation 
on National Advertising 


The News-Sentinel 


Fort Wayne, Indiana 


Alfien-Kiapp Co. New York, Chicago. Detroit 


ADVERTISEMENT 


New Solvents V. P. 


T. S. Carswell has been appointed vice 
president in charge of research and de- 
velopment of Commercial Solvents 
Corp., at Terre Haute, Indiana. Mr. Cars- 
well reads The Wall Street Journal regu- 
larly, as do 24,504 other vice presidents 
in this daily reading audience of 233,123 
businessmen. If this audience of busi- 
ness leaders is a market for your goods 
or services, The Wall Street Journal is 
your most effective advertising medium. 
The Wall Street Journal reaches more 
decision-makers per advertising dollar 
than any other publication—magazine or 
newspaper, 
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GILLETTE ATRAE MAS CLIENTES 


Exhibe y recamende Gillette. | 
que vender p te 4 nail 
wus Clettes f 
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Mas dientes, mos ventas y mayores ganancias “rk F 


BUSINESS PAPER CAMPAIGN: A Gillette ad in McGraw-Hill's E/ Farmaceutico 
features a counter display with a glass top, designed to outwit pilferers. 


lands. From that point, Gillette went 
largely’on its own, closely following 
a policy of adapting its activities to 
conditions in the countries. 

For example, “street corner” sur- 
veys were conducted in larger cities 
of Mexico and Cuba before applica- 
tion of the regular American methods 
of figuring out marketing possibilities 
from the information obtained. Be- 
cause of high illiteracy in these two 
countries (as well as in the other na- 
tions to the south) the ordinary 
American way of learning public 
preferences through questionnaires 
was in many cases abandoned in favor 
of the illustrative method. 

In making surveys, Gillette repre- 
sentatives stood on street corners hold- 
ing up cardboards bearing mounted 
Gillette blades, together with popular 
local blades and other makes. Passers- 
by were asked to point to the blade 
they preferred. Curious, willing, the 
people responded by the thousands, 
with the result that the surveys re- 
vealed that a large percentage had 
considerable acquaintance with Gil- 
lette blades and preferred them to any 
other kind. 

In keeping with the Gillette policy 
of meeting people on their own foot- 
ing, Gillette representatives all were 
natives who could speak prevailing 
languages. They were able to pick up 
more “side” information than would 
have been the case if they had been 
“exported” from America. 

In fact, Mr. Billings points out, by 
assembling information and doing a 
little figuring on it, the sales possibili- 
ties for blades in the cities tapped were 
shown quite accurately, as was proved 
later. The data also indicated how 
well the blades might be expected to 


sell in smaller cities. Also, important 
marketing information was indicated: 
who the strongest competitors would 
be, that Gillette Blue Blades were 
preferred to “off brand” blades, what 
the public liked best about various 
blades and packages, etc. 

In figuring sales potentials by terri- 
tories from these and other surveys. 
the density of population had to be 
considered first. However, unlike the 
United States, where most sections are 
accessible by automobile if not by 
train or plane, the nature of the ter- 
rain and transportation facilities and 
conditions had to be carefully  con- 
sidered. In Brazil, for example the 
majority of the people are concen- 
trated in sections along the coast. As 
one goes inland, the population gets 
thinner and thinner and mountain 
fastnesses and _next-to-impassable 
jungles are the rule rather than the 
exception. In some sections roads are 
fairly good for automobile travel dur- 
ing the dry season, but they cannot 
be used during the rainy season. 


Adaptation Important 


Great as were the efforts to take 
full cognizance of local conditions in 
marketing research, Gillette found 
that even more painstaking adaptation 
of efforts to conditions was required 
in actual selling. These adaptations 
branched into a hundred and one 
channels. 

In organizing sales forces it was 
decided that the first step to take 
toward meeting local customs was to 
employ only native salesmen. At sales 
meetings as much time was devoted 
to learning domestic ways from these 
men (so selling methods could be 
adapted to conditions) as was given 


SALES MANAGEMENT 


to instruction in knowledge of Gil- 
lette products and the most effective 
ways to sell them. Through informa- 
tion obtained from natives and 
from surveys and studies, many a pit- 
fall in promoting and selling was 
avoided. 

For example, it was learned that 
the Gillette slogan, ‘“‘Look Sharp! 
Feel Sharp! Be Sharp!”, so widely 
used in advertising and promotional 
material in the United States, cannot 
be employed in these countries because. 
there is no word in the Spanish and 
other languages to give the same 
meaning to the word “sharp” as in 
the sense employed in the slogan. In 
one nation the common meaning of 
“Sharp” is “crooked” or ‘dishonest.’ 
On the other hand, the slogan, ‘“Your 
Face Deserves the Best’ is used ex- 
tensively. 


Social Call First 


Then, too, in these countries mer- 
chants resent being rushed into any- 
thing, even the purchasing of such 
well known products as Géillette’s. 
For similar reasons first call selling 
of new accounts is next to impossible, 
particularly in smaller cities and 
towns. When the salesman calls the 
first time the merchant considers it a 
social visit. Current events, attractions 
of that particular community are dis- 
cussed everything except business. 
lo talk business is considered rude 
or even an affront. Approach to a 
sale must wait until at least the sec- 
ond visit. 

Finding prospects for sales was 
easiest in the large cities with depart- 
ment stores, drug stores, hardware 
stores, variety stores, cigar shops, and 
other establishments that had become 
more or less accustomed to selling 
Satety razors and blades. It was not 
too difficult, either, to induce city 
stores to push razors and blades in 
special sales, to tie in local advertising 
with Gillette’s international adver- 
tising in such publications as the 
South American edition of The Read- 
er s Digest and McGraw-Hill Pub- 
lishing Company’s El Farmaceutico, 


and to set up window and interior 
displays. 


W hat a contrast in the smaller 
cities and towns! Storekeepers Gillette 
believed might find it profitable to 
take on razors and blades were often 
reluctant to do so for many reasons 
non-existent in the United States. In 
the first place, stores in smaller cities 
have metal shutters instead of plate 
glass windows on the front side, and 
these shutters are closed down at 
night. Glass showcases also are rare. 
Smaller wares are strewn out on 
counters or kept in drawers. Bigger 
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items are piled on the floor. If razors 
and blades were to be put in easily 
accessible places on the counters, 
losses from shoplifting would be 
great, the proprietors contended. 

Gillette overcame this problem by 
supplying flat cases with glass tops 
for counter displays of razors and 
blades, and by fastening packages of 
blades on cardboard holders which 
were tacked on walls behind counters 
where they could be readily seen but 
not reached. 

“Still another problem,” Mr. Bill- 
ings points out, “was the reluctance 


of smaller storekeepers to display Gil- 
lette products (or any others) with- 
out, strange as it may seem, receiving 
pay for their time and the space used. 
Their feeling was that in arranging 
displays for a given product they were 
benefiting the jobber and manufac- 
turer to a much greater extent than 
themselves. 

“Gillette salesmen now arrange 
displays for them on regular visits to 
the stores. They carry with them de- 
cals, counter cards, tin signs, and 
other dealer helps. This cooperation 
and the resultant increased sales con- 


@ Before calling the decision on the 
where and when of a campaign, it’s 
good strategy to make sure before- 
hand that both market and medium 
are geared for results. 


Florida’s Gold Coast Market now 
offers greater year-’round possibilities 
than ever before. In addition to its 
600,000 permanent residents, special 
travel inducements and nationwide 
publicity have succeeded in selling 
new thousands on South Florida’s 
virtues as a delightful summer resort. 


JOHN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, National Reps 
A. S. GRANT, Atlanta 

Affiliated Stations -- WQAM, WQAM-FM 


MIAMI--An International Market 


And one paper -- The Miami Herald 
-- with its 98.5% coverage of Metro- 
politan Miami, offers you dominant 
coverage of this entire area. The facts 
and figures of past performance, and 
its consistent record of lineage gain, 
constitute solid evidence of the re- 
sponsiveness of Miami Herald readers, 
-- 12 months of the year. 


— 


eA 


Che Miami Herald 


Florida's Most 
Complete Newspaper 
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| vince storekeepers that displays are 
' profitable to them. 

“In certain sections of Brazil (and 
other countries, too) there are trans- 
portation difficulties to what appear 
to be pretty good inland markets. 

| Automobiles cannot be used because of 
| impassable roads. For salesmen to at- 
| tempt to carry samples and make de- 
liveries by pack mule is out of the 
| question because large enough quan- 
| tities cannot be transported to make 
the ventures profitable. In several re- 
mote sections where there are small 

| | rivers, however, selling and delivery 
D [| E Silk | can be successfully carried on by 

: | canoe. One salesman even goes far up 
i icati | the Amazon River by steamer once a 

year, selling not only remote general 
stores, but outposts and supply depots 


You Can Make Over 100,000 Sales Calls 
on Automotive Repair Shops, Each Month, 


for Less than 
3/io¢ Per Call 


Roy Holmberg Motor Company, downtown 
Albuquerque,N.M. Typical of the 100,000 
gorages receiving your sales message 
through Automotive Digest, each month. 


@ First in Reader Response 
@ First in Value 
@ First in Paid Circulation 


Paid circulation is responsive circulation, Auto- 
motive Digest has the largest paid circulation 
of any automotive publication. 


Send for the FREE Book containing valuable market- 
ing information on the Automotive After Market. 


iencive DIGEST ie 


—over 100,000 monthly 


22 East 12th St., Cincinnati + 1501 Broadway, New York «+ 141] W. Jackson Bivd., Chicago 


6432 Cass Ave., Detroit + 639 S. Wilton St., Los Angeles 


COULD YOU BE SUCCESSFUL AT 


low pressure selling? 


Many men now earning $7000 a year and 
more in this field would not be considered as 
“good” salesmen in other fields . . . that’s 
what makes them successful with us. They 
place the ultimate welfare of their customers 
above their own drive for immediate personal 
gain. 

If you can also do that, write us fully 

about yourself. It may lead you to the 

type of work you have always wanted 

. the wisest move you could ever 

make. 

In the vast, national market you will enter, 
the time is ripe for men who can build future 
volume through the greatest sales force ever 
known—satisfied customers. You will deal 
directly with the consumer, handling a $200 
item that is used 14 hours a day. Your future 
depends on how well you can keep sensitive 


customers using the item to their best ad- 


you when they do. 


vantage. Records prove they -will ‘‘sell’’ for 


Our company rates as a leader, enjoying a 
reputation for ethical sales and serious achieve- 
ments in this semi-professional field. 

If that is the kind of work you want, write 
and tell us why you think you can make a 
success of it. Your reply will be held confi- 
dential; address it to... 


Box 2614 Sales Management 
386 4th Ave., N.Y.C. 
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| as well. 
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| 
| 
| 
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The Blind Sell House-to-House 


“Probably the strangest method of 
selling developed so far, though, is in 
Mexico City,” adds Mr. Billings, 
“where several hundred blind men 
have an association through which 
they strive to find ways to support 
themselves. Practically all of these 
men are now selling Gillette blades 
on the streets or house-to-house, and 
their sales run into thousands of 
packages monthly.” 

So thorough are efforts to promote 
and sell Gillette products in the most 
effective ways without going contrary 
to local customs, that special pack- 
ages have been designed for Gillette 
razors, blades and other products. 
These “speak” in familiar native 
languages and idioms. The package 
designs and illustrations and phrases 
they bear, as well as the advertising, 
literature, display cards, etc., used in 
the various countries, are all checked 
locally before release to make sure 
that they do not embody anything the 
people might think offensive or con- 
trary to their tastes. Whenever pos- 
sible the materials are bought, the de- 
signs completed, and the printing is 
done in the countries where the pack- 
ages and promotional pieces are to be 
distributed. 


Founder's Picture Used 


One illustration, however, is uni- 
versally used on all individual pack- 
ages of Gillette blades and razor 
boxes. This is the picture of King C. 
Gillette, the company’s founder, ap- 
pearing as a trade-mark which has 
long been familiar to North Ameri- 
cans. It is estimated that this picture 
has been printed nearly 100 billion 
times. Thousands upon thousands of 
persons in Latin America and Sout 
America now recognize it instantly 
as the symbol of Gillette products. 
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sold its new “Decoralite” 


As every sales manager knows, every new product brings’ 


new selling problems. When Lightolier, Inc., makers of 
electric lamps and lighting fixtures for the home, brought 
out a new product in 1948, they were faced with two selling 


problems. This tells how they solved both of them. 


Lightolier’s new product was the “Decoralite,” a combina- 
tion picture and light, priced to sell from $19.95 up. To sell 
the “Decoralite” it was necessary first to sell a brand new 
idea in home decoration. Then it was necessary to sell the 
product itself to the home furnishings trade all over the 
country, and to women interested in improving the appear- 
ance of their homes. 

Lightolier started its selling campaign in the Fall of 1948. 
The “Decoralite” was introduced in a series of advertise- 
ments — prepared by the Al Paul Lefton Company — in a 
group of shelter magazines, and, on October 3rd, in a color 
page in The New York Times Magazine. It was the results 
from this page in The Times Magazine that made Meyer 
Loebelson, Lightolier’s advertising manager, sit up and 
take notice. 


The page in The Times Magazine contained a buried offer 
of a brochure. Within a week, more than 1,000 requests 
had come in from homemakers all over the country. Four 
weeks later they were still coming in. Consumer acceptance 
—followed by consumer purchases—seemed assured. 

But “as much as we were after consumer response,” says 
Mr. Loebelson, “we were equally concerned with telling 
our story to the trade. We were shooting for top brass in 
the retail field, and we felt we could reach it through 
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advertising in The New York Times Magazine. 


“Our salesmen in the field soon proved how right we were. 
In city after city, important department and furniture store 
executives remarked on the ad in The Times Magazine—and 
in many cases were responsible for getting the ‘Decoralite’ 
into their stores when lamp buyers had not stocked it. 
“Our salesmen also reported that The Times was respon- 
sible for getting many re-orders, re-orders that followed 
immediately after our ad in The Times Magazine.” 
Whether you have a new product to sell, or an old one, 
Lightolier’s experience should help you. Advertising in 
The New York Times performs selling wonders for many 
many products. That’s why The Times has been the ad- 
vertising leader in the biggest market in the world for 
30 consecutive years. In 1948, 310 advertisers of housing 
equipment and supplies used The New York Times. For 
214—or 69% —of these, The Times was the only newspaper 
they used in New York. It will pay you to get in touch 
with us today. 


The New Pork Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT’ 


New York—229 West 43rd Street; Boston—140 Federal Street 
Chicago—333 North Michigan Avenue; Detroit—General Motors Bldg. 
los Angeles —Sawyer-Ferguson-Walker Co., 645 S. Flower Street 

San Francisco—Sawyer-Ferguson-Walker Co., Russ Building 
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National Stationers Group Offers 
Informative Manuals as Sales Aids 


An outside salesman who has been 
on the road for years and has chalked 
up a pretty good record, is not always 
grateful for advice on how to sell. 
If a sales meeting is addressed by 
somebody who offers eloquent plati- 
tudes, suggesting that he’s just dis- 
covered them, the experienced sales- 
man will doodle. He may be too 
polite to indicate directly that the 
little talks on salesmanship are any- 
thing but breathtaking. 

The National Stationers Associa- 
tion, comprised of wholesale dealers, 
took it for granted that outside sales- 
men did not want that kind of help. 
What they wanted, and asked for, 
was precise information about prod- 
ucts they were taking to customers. 
For example, some of the big com- 
panies, selling direct to retailers, had 
succeeded in making a mystery of 
office files. They had so successfully 
wrapped the subject in technical vo- 
cabulary that the ordinary salesman 
dared not mention it. 

The Association decided to do some 
coaching in product information. 
After all that was what the salesmen 
asked for. They decided to take up, 
in a series of informative manuals, 
just those products about which the 
salesmen felt that they could use 
some pointers. The association, in a 
sense, does not select its subjects. 
Pamphlets cover those products the 
members ask about. 
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Simplified and classified product information pamphlets 
sponsored by the National Stationers Association are 
being snapped up by jobber-members for use as basic 
training tools. The training "package" includes slide films. 


The first, not typical of the series, 
is for distribution among retailer- 
customers or for use by inside sales- 
men, usually beginners just out of 
school. Its subject, “How to Sell 
Stationery Satisfaction,” offers points 
that might be obvious to experienced 
men but are new to members of the 
intended audience. There are hints 
on how to close a sale, how to act 
when the customer is_ indifferent. 
The main point is to offer service 
which will make the customer come 
back. 

The second, “How to Sell File 
Supplies,” is what the salesmen want, 
more a text on file supplies than on 
selling. It tells how to make a quick 
but reasonably comprehensive survey 
of the potential buyer’s files. Then, 
based on results of the survey, it 
shows how to sell—not a cabinet or 
two, but all incidental supplies that 
go with them—in a word, a system. 
There are brief descriptions, “What 
Every Salesman Should Know About 
Filing Systems’ and ‘What Every 


Salesman Should Know About Filing 
Supplies.” The information was ob- 
tained from such organizations as the 
Chicago Bureau of Filing and Index- 
ing and is authoritative. 

The next booklet will cover loose- 
leaf paper and folders. After that a 
booklet on fountain pens and me- 
chanical pencils will be issued. Later 
the association will offer material on 
“Bound Books,” such as diaries and 
memos, and later on “Visible Equip- 
ment.” The point is that each group 
of products has a_ thousand quirks 
which confuse buyers, not to mention 
salesmen. Makers of loose-leaf fold- 
ers, for instance, never agreed to 4 
standard for the size of the hole or 
the number of holes in each sheet. 
These come in every variation, which 
retailers must stock and which, there- 
fore, salesmen must know. 

With information on _ products 
there are suggestions on how to use 
them. Dealers are advised to hold 
salesmen’s meetings. Agenda for such 
meetings, the purpose of which is to 
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ADMATIC automaticaliy exhibits sharp, clear 
pictures or copy messages every six seconds even 
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equip salesmen with information 
about the products, is supplied to- 
gether with questions for discussion. 
Association literature advises dealers 
to let the salesmen, if possible, decide 
the time and place of the meetings. 
They may resent being asked to take 
time away either from their customers 
or their families. 

Naturally, a booklet on any one 
subject dealing only with a general 
description and not mentioning spe- 
cific manufacturers may, from a sales- 
man’s and the manufacturer’s point- 
of-view, be incomplete. The associa- 
tion includes manufacturers who sell 
through wholesalers. They are in- 
vited to publish supplementary mate- 
rial on specific features of their own 
products, on sheets similar to the 
original pamphlets. These are mailed 
out as published. 

At regional meetings of the asso- 
ciation, Paul E. Burbank, secretary 
and general manager, introduces the 
material. His introduction takes up 
about one-half hour of description, 


illustrated by slides. One set of ma- 
terial automatically goes to each mem- 
ber, paid for from his dues. An order 
blank allows him to take as many 
additional sets as he has salesmen. 

So far additional orders have been 
high. The peak order was for 70 
sets. The issuance of two booklets 
yielded a heavy mail full of sugges- 
tions for future subjects. 

In summary, salient points of the 
program are: 

1. Salesmen must not be told what 
to do. They must be given product 
information they themselves know 
they need. 

2. The information must be ac- 
curate, terse, resonably comprehensive 
and authoritative. This is obtained 
by thorough research into each prod- 
uct before the text is written, and by 
critical examination of each text by 
authorities in the field. 

3. Product information is imparted 
by written literature and discussion- 
seminars during which products are 


handled. 


Do “Unselfish” Promotions 
Pay? Majestic Says “Yes!” 


Capitalizing on the vogue for and interest in outdoor 
cooking, Majestic Co., makers of fireplace fixin's, do a 


"How to—" booklet that threatens to become a best seller. 


A house and lawn or garden space 
—that’s all it takes now to enjoy 
recreational opportunities of an out- 
door fireplace. 

The Majestic Company, Hunting- 
ton, Ind., pioneer in outdoor fire- 
places, is telling the public all about 
it in a colorful 52-page book, “How 
to Enjoy an Outdoor Cook-Nook.”’ 

The book was prepared by Wheel- 
er, Kight and Gainey, Inc., Advertis- 
ing, Columbus, O., for Majestic. 
Every type of outdoor fireplace from 
the simplest, chimney-less, masonry- 
and-grill cookstove to the finest out- 
door counterpart of a living-room 
fireplace complete with cooking facili- 
ties, is described and pictured. There 
are detailed drawings of 11 fireplace 
designs, and instructions for building 
outdoor fireplaces of any style and 
size. Broad latitude in choice of ma- 
terials and equipment enables the 
builder to incorporate original fea- 


tures suited to individual needs and 
desires. 

Further assistance is provided the 
amateur and expert builder by the 
inclusion of references to commer- 
cially available metal fireplace uits 
and parts of correct proportions. 
Easy-to-follow instructions indicate 
the simplicity of creating efficiently 
operating outdoor fireplaces by fitting 
brick, stone, or other masonry around 
these ready-to-use metal parts. In 
addition, there are menu and recipe 
suggestions for planning outdoor 
meals that add to the pleasure of 
home entertainment in the “garden 
living room.’ 

The story back of the new venture 
is idea-inspiring. “Before the war, 
says Tom L. Wheeler, Jr., president 
of Wheeler, Kight and Gainey, 
“when fireplace units were a novelty, 
at which time Majestic more or less 
pioneered the idea, we prepared 4 


SALES MANAGEMENT 


-m—— -_—- FF FF = Soe OF 


i m—_ —_ ap ein ete Gr 


BEST SELLER: 


Information on out- 
door fireplaces pleases public, creates 
good-will and orders for Majestic. 


simple little pamphlet containing 
eight outdoor fireplace designs in very 
sketchy form. In the same pamphlet 
we advertised and priced the various 
Majestic parts that could be used in 
the building of such fireplaces. With 
this piece of literature available, we 
tried the use of one-column, half-inch 
advertisements in Better [lomes and 
Gardens, offering in those advertise- 
ments a copy of the little pamphlet 
for a handling charge of 10 cents. 
The response was tremendous. In 
fact, through the dimes received, 
coupled with the few mail orders that 
were received direct—not to speak of 
the business such advertising devel- 
oped for Majestic’s jobbers and deal- 
ers—the advertising more than paid 
for itself. 

“Right after that material became 
so short that the plan was more or 
less discontinued until Majestic could 
be in a better position to supply the 
fireplace units. During the period 
of the war, the various home furnish- 
ings publications, as well as many 
national publications, started to carry 
considerable editorial matter on out- 
door fireplaces, with the result that 
there has been a tremendous growth 
in public interest in tthe subject. 

“Based upon this past, we felt that 
a truly valuable book, containing in- 
formation and a greater array of com- 
plete fireplace designs would be par- 
ticularly appealing to the public. This 
present book is the outcome—con- 
taining copyrighted fireplace designs 
Prepared by a fireplace specialist for 
Majestic’s exclusive use . . . In this 
book we have held to a minimum the 
advertising of Majestic products—in 
fact, making the descriptions or copy 
more or less of the editorial type. No 
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prices are included. We felt that if 
we could tame down the advertising 
angle and make it a more informative 
book, we might demand greater na- 
tional distribution and _ indirectly 
achieve consumer advertising for 
Majestic that could not otherwise be 
so self-liquiding—or, for that matter, 
so economical. 

“While this book has just come 


thereby achieve the zim that we had 
in mind.” 

At present the book is being pro- 
moted primarily through the use of 
two and one half-inch advertisements 
in home furnishings and national pub- 
lications, including Better Homes and 
Gardens, House Beautiful, American 
Home, Popular Science Monthly, 


and Flower Grower. 


off the press, there is indication, from The book is a handy, six-by-nine- 
the avidness with which news agencies inch digest size. Copies are sold 
have approached us, that it will not through local building material and 
be long before it will be placed on hardware dealers, or direct by The 
newsstands on a national basis—and Majestic Company, for 25 cents each. 
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smoother writing, absolutely reliable, easily refill- 
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New compression feed assures 
positive ink flow. .No skips. 
No stops. Large ink supply. 
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the famous rN onds. Supply them to custo- 
y mers and get “extra mileage” 
; with the visible y for your ad dollars. Units come 
. fuel supply N in red, green, blue. To change, 
i Nationally advertised and fea- . pull out old and push in 
y tured. Holds many weeks’ reserve * the new. 
} of fuel. Handsome appearance. : 
Available in jewel colors: Crystal, : Write or wire for 
\ Ruby, Emerald, and Topoz. . distributors’ name and 
\ Reliable, Lightweight. Complete quantity prices. 
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SUCH LOCAL FEATURES 
IN THE ATLANTA JOURNAL 
locally-Edited MAGAZINE 


MEAN 
MORE READERS FOR THIS 


Peter Pan ADVERTISEMENT 


THE FEATURE 


“Great News Stories From Atlanta's Past" is 
a sure-fire reader hit . . . for Atlanta. The author 
is a home town boy who made good. . . from 
Atlanta. Every sentence is guaranteed to bring up 
old memories . . . to Atlantans. (For those statis- 
tically minded, the word “Atlanta’’ appears 
eighteen times in this short feature.) 


THE ADVERTISEMENT 


Derby Foods, Inc. 
E. M. Thiele, Advertising Manager 


E. M. THIELE says: 


An excellent medium 


the distributing [/ 


papers are outstanding. 


& MM. Thielo 
Advertising Manager 
DERBY FOODS, inc. 


SS ~ ~~ : 
i Locally-Edited Group Not only are we convinced that local 
Louisville, Kentucky editing increases readership, which is an im- 
portant plus, but in each case, the distribut- 
Gentlemen: . : 
ing papers are outstanding as well. 
As our past performance has indicated, Very truly yours, 
Derby Foods is convinced that the Locally Y, 
Edited Magazines are an excellent advertis- ° ts 
ing medium. . 
E. M. Thiele 


Advertising Manager 


ATLANTA SOURNAL 

COLUMBIA STATE 

COLUMBUS DISPATCH 

HOUSTON CHRONICLE 

INDIANAPOLIS STAR 

LOUISVILLE COURIER-JOURNAL 

THE NASHVILLE TENNESSEAN 
NEW ORLEANS TIMES-PICAYUNE-STATES 
PITTSBURGH POST-GAZETTE 

SALT LAKE CITY DESERET NEWS 

SAN ANTONIO EXPRESS 


Eleven weekly newspaper magazines featuring the Local Touch 
for highest reader interest, for greater advertising value 


TOTAL CIRCULATION: OVER 2,090,000 COPIES EACH WEEK 


For further information contact any of the following representatives: Branham Company,.Cresmer and Woodward, Jann & Kelley, 
John Budd Company, Kelly-Smith Company, Moloney, Regan & Schmitt, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company 


’ 
THE ingen oh » Gedlanrersewn CIRCULATION 


You have been—and you will be — bombarded 
by propaganda on the circulation of Boston’s news- 
papers. 


“Highest percentage gain since last ( 
statement.” 


4/ . zi 
Lowest percentage loss on 5c price. 


These are a few of the statements being shouted from 
the housetops. 


We could shout too. | C 


But we do not believe you buy advertising on the 
strength of percentage gains or losses. 


We prefer not to do tricks with the official ABC figures. a 
We believe the best—and most honest way —to tell “ 
our story is to list the official ABC figures for the first exc 
quarter of 1949 — the only reporting period in the past “e 
two years when all Boston papers have been on the - 
same price level. oa 


Here are the latest ABC quarterly figures for Boston newspapers |»: 


Fa 
Standard Size MILLINE RATES Bo 
HERALD-TRAVELER 351,654 $1.99 
POST 322,531 2.17 he 
GLOBE 285,625 2.45 , 
Tabloid 
RECORD-AMERICAN 578 667 $1.21 f 


And Boston’s Best Buy is A Better Buy Than Ever 


In Boston, the Herald-Traveler has carried the 
greatest volume of total paid advertising every year 
for 22 consecutive years. And 1948 was the largest in 
history — a whopping 24,227,454 lines. 


ways first in [Boston 
THE BOSTON HERALD- TRAVELER 


REPRESENTED NATIONALLY BY GEORGE js McDEVITT COMPANY 
12 SALES MANAGEMENT 


lot of handling in the course of a day. However 


coming your 


wee:modernized ‘‘charge- 
plate” addresser has a stream- 
lined handle and housing of tough, 
lustrous Tenite. It is available in a 
choice of colors to harmonize with 
modern store decor. The plastic is 
exceptionally durable and can 
withstand high impact without 
breaking or chipping. The metal 
base fastens to the counter by two 
screws. The housing conceals and 
protects the inked roller by means 
of which impressions are made on 
sales slips. The deluxe “Charga- 
plate” addresser is a product of 
Farrington Manufacturing Co., 
Boston 30, Mass. 


«sssperspect-o-metric is a new 
drafting instrument which makes 


1. Columbus and the rich surrounding ar 


isters when a new product is introduced. 
2. Columbus is the capital of Ohio with 


trading zone. This assures a consistent, 
able economy. 


outlet for 32 counties. 
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Columbus... 


Columbus, Ohio, and WBNS offer you all of the 


elements for a successful test of your advertising. 


effectively covered by WBNS, have an above av- 
erage buying power that quickly rings cash reg- 


fied industry plus a prosperous agriculture in the 


3. Columbus, in the center of Ohio with a net- 
work of railroads and highways to all parts of 
the state and nation. The city is the distributive 


THIS MACHINE, made for department stores to record charged sales, gets a 


the Tenite colors will not chip. 


way --- 


it comparatively simple to create 
perspective drawings. It automati- 
cally guides the draftsman’s pencil 
toward the established vanishing 
points from any position upon the 
drawing board. Special scales in- 
stantly reduce distant portions of 
the subject to their correct pro- 
portions. The device attaches to 
any standard drafting machine and 
also is available for attachment to 
parallel straight edges. The instru- 
ment has three scale arms. The 
central arm is fixed in a position at 
right angles to the established base 
line. The left and right scale arms 
pivot at one end and in the plane 
of the drawing board. A small 
pulley is clamped over each of the 
chosen vanishing points. The 
swinging right and left scale arms 


ea, both 


diversi- 


predict- 


MMM 


y 
Vy 


\ 


ideal test city 
4. The most consistently listened to station in the Columbus 
area is WBNS with its 163,550 families who have the 
money to buy and BUY WBNS ENDORSED PRODUCTS. 


(During 1948 WBNS was successfully used by four adver- 
tisers for test campaigns. ) 


POWER 5000D 


are held in strict alignment with 
these vanishing points by a piano 
wire spring which is attached to 
the end of the scales and then runs 
around the two pulleys (vanishing 
points). Every movement of the 
Perspect-O-Metric creates a cor- 
responding angular motion of the 
swinging arms. This feature saves 
the draftsman time and labor be- 
cause the scale arms are always 
automatically aligned. To prevent 
the scales from shifting under the 
pressure of the operator’s pencil, a 
right and left brake lever is pro- 
vided. Pressure of the thumb locks 
the scale arm in position temporar- 
ily while the line is being drawn. 
The scale arm may be permanently 
immobilized by tightening a 
knurled nut upon the depressed 
lever. The instrument may then 
be used for isometric drawings. 
One edge of the scales is divided 
fractionally, the other side deci- 
mally. Either edge may be used 
uppermost. The Perspect-O-Metric 
is a development of Charles Brun- 
ing Co., Inc., 4754 Montrose 
Ave., Chicago 44. 


««ssscompact display motor, 
called the Turn-Tell, weighs only 
two pounds yet will accommodate 
a balance load of 25 pounds. For 
quiet, smooth operation, the fric- 
tion drive shaft is mounted in ball- 
bearings and will not heat up un- 
der long runs. Easily changed gear 
ratios are available from two to 
70 RPM, clockwise or counter- 
clockwise. The motor operates on 
110-120 volts and uses only four 
watts of current and can be sup- 
plied with lighting contacts to 
illuminate display. It is manufac- 
tured by the Timers Co., 1635 
Neadeau St., Los Angeles 1. 


ASK JOHN BLAIR 


1000N CBS 
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THINK BIG, SELL BIG: Sales Manager Peaslee shows the best-seller California Ivy pattern (see small photo below) to 
Neil Watkins, Barker Bros., Los Angeles. Far left: Evan K. Shaw, president of Metlox, with L. J. Retz, Barker Bros. 
The huge Los Angeles store rang up $8,000 in Metlox sales in one week wnen the "California made” ware was featured. 


Dinnerware Is Our Line—But We 
Sell Potentials and Promotion Plans 


As told to a field editor 
BY ROBERT L. PEASLEE 


Secretary and Sales Manager, Metlox Manufacturing Co. 


In a hidebound industry, this young aggressive com- 
pany set out to prove that the same types of research, 
market analysis, and sales know-how that move 
cameras, carburetors and cash registers, could be 
used to sell dishes. They're turning out to be right. 


Since Colonial times the dinner- 
ware industry in this country has 
been closely wedded to “heirloom” 
tradition, but there are now signs that 
a divorce is in order—at least, a sepa- 
ration. 

Our own marketing has shown us 
that fine dishes can be sold by the 
same styling and study of income 
groups that sell sportswear, house fur- 
nishings, food products. 

The heirloom tradition goes back 
to George and Martha Washington, 
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when fine dishes came from England. 
We won our independence, but the 
dinnerware business was not free until 
the recent war, when imports were cut 
off and American manufacturers 
turned their attention to the market. 

England, France, Germany, Czech- 
oslovakia, and Japan were the chief 
foreign suppliers, having about one- 
third of the American market. They 
cultivated the tradition that fine 
dishes had to come from abroad. Din- 
nerware was stodgy. For design, there 


* 


was something formal in roses. For 
marketing, there often was one con- 
servative store in one large city where 
the bride bought her dishes for a life- 
time, to be handed down to her 
daughter—unless she inherited them 
from grandmother. 

The war changed all that and 
offered opportunities to American 
potters. Foreign ware is again coming 
in, but costs are up. American manu- 
facturers are mechanizing their plants, 
bringing out modern designs, and 
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PORT 
of how ABC goes inside, outside and all around the 


NGELES gives us another example 


towns. In this Washington paper, pulp and timber cen- 
ter, 67% of the radio families listen regularly to ABC. 
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SANTA 


RUZ is a fine place to spend a seaside 
weekend or prove that ABC reaches them all, the big 
markets and the small. For BMB says that in Santa 
Cruz 77% of the radio families tune regularly to ABC. 


AB 
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SANTA ARBARA is full of Spanish memories 
and the kind of free-wheeling buyers you can’t afford to 
overlook. And you don’t, amigos, when you sell on ABC; 


89% of its radio families are ABC fans, according to BMB. 


ABC 


FOR COVERAGE... ABC’s booming Pacific network 
delivers 228,000 watts of power—49,250 more than the 
second-place network. This power spells coverage — 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was up 9% or better both day 
and night. 


FOR COST...a half hour on ABC’s full 21-station Pacific 
network costs only $1,228.50. Yet you can buy as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener. 


Whether you’re on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


New York: 7 West 66th St. + TRafalgar 3-7000— Detroit’ 1700 Stroh Bldg. * CHerry 8321—Cuicaco: 20 N. Wacker Dr. 
DElaware 1900—Los ANGELEs: 6363 Sunset Blvd. - HUdson 2-3141—San Francisco: 155 Montgomery St. « EXbrook 2-6544 
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On the coast you cant get away from 
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ARE YOUR SALES DOWN? 
IS YOUR STOCK PILING UP? 


PICTUR-VISION 


CABINET PROJECTORS 


at the Point-of-Sale 


If your present advertising is not getting 
the results you need and inventories are 
piling up, now is the time to take measures 


to increase sales. 


Pictur-Vision Cabinets are designed to 


discovering that chinaware can be 
sold in larger volume, by typical 
American marketing methods. Our 
company is marketing along these 
lines. 

We are young, dating back to 1927, 
with new management coming in 
three years ago to reconvert from war 
work. 


We grew up in California far 
from dinnerware tradition, where 
pottery has been influenced by the 
modernity that founded California’s 
new garment industry. Marketwise 
we had a clean slate on which to 
write. 

“California made” has validity with 
the young generation. Our marketing 


dinnerware tradition with our genera. 
tion. The typical customer has it in 
her home, in her clothes, her car. The 
mark on the back of a plate does not 
mean very much to her. Buying dishes 
is no longer the event of a lifetime, 
neither is it a big investment. Today's 
bride matches her decorations with a 
modest “starter” set of 20 plates, cups 
and saucers, bought at a special price 
offered by the retailer, and added to 
from his open stock. 


Open Stock Burden 


Open stock has changed. By tradi- 
tion, it was carried for years and was 
a burden to the trade. By present-day 
marketing, it is outmoded by new de- 
signs by the time the set has been half 
broken, and the customer is ready for 
something new. 

She usually does not wait until 
she goes to New York City on her 
honeymoon. She prefers to see in her 
home-town stores what is new and 


‘smart in dinner dishes and make her 


purchases there. 


increase your sales. They create impulse 
buying, convince the shopper on the spot 
and close the sale. Your story is presented 
in a sequence of 16 beautiful Kodachrome 
slides that change at six second intervals 
and operates continuously. Pictur -Vision 
gives action —drama—color to your story 

.. and best of all, it’s right on the spot 
where your product is sold. 


For this customer, we developed a 
complete marketing pattern, working 
closely with our advertising agency, 
Advertising Engineers Corp., and 
Barker Bros. home furnishings stores 
in the Los Angeles shopping area. 

We sell through manufacturers’ 
representatives who are specialists in 
china, glassware and related merchan- 
dise, and whose sales organizations 
cover wide territories. There are at 
present less than a dozen of them. 
They offer our marketing pattern as 
well as our products, and we supply 
merchandising aids needed by the re- 


ROBERT L. PEASLEE: He had a clean slate 


on which to write his unique sales story. : 
tailer. 


Checking sales by territory, against 


Ideal for sales meetings, 
conventions, dealer training 


U.S. PATENT schools, safety meetings, edu- F ; buying power, they are able to point 
Fister cating store personnel and a rests upon designs by two outstanding out opportunities to our representa- 
No. 421418 real demonstrators selling aid. Hollywood artists, Bob Allen and tives and to retailers in new areas. 


Mel Shaw. 


We had a consumer study made of 
potential dinnerware customers, and 
it revealed significant facts. For ex- 
ample, there is a close tie-in with home 
construction. The bride of today 
usually buys her fine dishes about two 
years after she moves into her new 
house; therefore promotion scheduled 
for that time is most productive. 


“Making gold out of clay” is the 


Remote control push button arrangement . 
» — slogan for our marketing pattern: 


makes it easy to train dealers, salesmen, 
personnel. Just press the button to change 
slides. Entire sequence (16 pictures) can be 
changed in a few seconds. Easily adapted 
for speeches on wire recording tape or con- 
ventional records. 

Pictur-Vision Cabinet Projectors are stur- 
dily built with light weight steel construc- 
tion, the entire unit weighing less than 100 
Ibs. A large 14%x 21 inch‘rear projection 
screen gives maximum brilliance. Equipped 
with Solarbrite Projector, uses 750 Watt 
200 hour lamp. 3 inch coated lens. Height i ; 
36” with 16” square base. Requires only 4 The typical dinnerware customer 
sq. ft. of floor space. is between 20 and 40 years old, there- 
-—— fore marketing need not be directed 


1. The retailer stocks liberally one 
of our dinnerware patterns—Cali- 
fornia Ivy, Poppy Trail, or other 
California themes. He will need 
ample stock because the pattern sells. 
Barker Bros. rang up $8,000 in sales 
during the first week. 


Typical Customer 2. The retailer plans a formal 


opening, with window and _ in-store 
displays, and preferably a section de- 
voted to the ware or the California 


COMPLETE PACKAGE UNIT $ 
Ready to use with no attach- 3 9 5 


ments to buy. Just slip in your 


F. O. B. 
slides and plug in the cord 2 


Picture Recording Company 


OCONOMOWOC, WISCONSIN 
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+ Oconomowoc, Wis. 


entirely to brides. At all ages she is 
interested in “How to Entertain” 
ideas. Homemaking is her trade. 
Table settings are as important to 
her as the selection, preparation and 
serving of food. 


American styling outweighs the 


theme. Displays show table settings 
for patio, indoor, family and guest 
meals. For this opening the store en- 
trance windows make the strongest 
impression. 


3. Advertising in newspapers, overt 
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radio, through direct mail, and other 
media features a special event. 


4. Advertising pulls best when a 
“starter set” is offered. Barker Bros. 
put a price of $14.95 on 20 pieces of 
our California Ivy—four each of din- 
ner, bread and butter and fruit plates, 
and cups with saucers. Open stock 
prices of these and other pieces were 
indicated in advertisements. At stock 
prices this set came to around $19. 


5. It is good policy to exclude tele-. 
phone, mail and collect orders in ad- 
vertising, relying on interest to bring 
customers into the store. Of course, 
such orders will come and can be 
handled for accommodation until the 
ban is removed. This is a bit of show- 
manship. 


6. It is important to brief sales- 
people on the quality of the ware, 
California background, design, and 
adaptability to formal or informal 
use. Customers are interested in table 
settings and in suggestions for enter- 
taining. 


Our merchandising pattern has 
been adapted to different clienteles by 
such stores as R. H. Macy, Inc., B. 
Altman & Co., M. O’Neil Co., the 
White House, A. Harris & Co., and 


others. In fact, Macy’s sold out its 


first order before advertising was 
launched. While the advertisements 
were in preparation the ware was dis- 
played and cleaned out. 

Retailers and distributors are re- 
sponsive to figures that compare their 
actual sales with potentials. Using 
SALES MANAGEMENT'S Survey of 
Buying Power and our own sales fig- 
ures in a given area, we are able to 
compare actual sales with the pur- 
chasing power of that area, its retail 
volume, and our own averages for the 
state and the Nation. Such compara- 
tive statistics are submitted to lagging 
stores, to upgrade them. Retailers, 
merchandise buyers, and distributors 
respond to the obvious opportunities 
to develop additional dinnerware busi- 
ness they did not believe was available 
to them. 

Our company is young, with modest 
volume, our plant employing about 
350 people. National consumer adver- 
tising up to now has been limited to 
five network radio programs, over 
which our Poppy Trail pattern has 
been given away, reaching 346 coast- 
to-coast stations, and 72 western sta- 
tions: 

Welcome Travelers (ABC), 102 
stations. 

Give and Take (CBS), 162 sta- 
tions. 


What Makes You Tick? (CBS), 
82 stations. 

Surprise Package (ABC Western), 
41 stations. 

Meet the Missus (CBS Western), 
31 stations. 


Cooperating with Stores 


Stores such as Barker Bros., the 
May Co., B. Altman & Co., R. H. 
Macy Co., Inc., Marshall Field, and 
Carson Pirie Scott & Co have been 
mentioned on shows originating in 
their cities, and orders have been 
traced to them. Buyers are asked ‘to 
listen to these radio programs, to 
consider listener ratings, and to esti- 
mate the consumer value of such pro- 
motions to them, not only for our own 
line, but for all of their china and 
glass business. 

As with figures of buying power, 
we keep before the trade the poten- 
tials in our line. We have our own 
sales pattern which shows what may 
be expected from a given territory. 
Potentials are often much higher than 
the dealer realizes, and that is equally 
true of our manufacturers’ represent- 
atives. 

For example, New York City is 
the center of a territory that buys 
about 20% of the Nation’s dinner- 


NO INTERFERENCE IN“TEST TOWN, U.S.A.” 
ame 


You’re never bothered by outside influences in the South 
Bend market. Test results here are reliable and uncompli- 
cated—because the market is reliable and uncomplicated. 
Competing newspaper circulation does not exist in “Test 
Town, U.S.A.” and outside circulation is negligible. The 
people who live here, buy here—not elsewhere. Want all 
the facts? Write for free copy of market data book entitled 


“Test Town, U.S.A.” 


Soulh Bend 
Cribune Be 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


[SOUTH BEND, 
IND. 
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LOCAL 


PROGRAMS 
THAT 


® Bow-Ties and Bow-Kays 
© Music for the Mrs. 
© Piedmont Farm Program 


Plus NBC’S 
PARADE OF STAR 
NETWORK SHOWS 


ALL ON WSJS aw-tm 


THE STATIONS WHICH 


SATURATE 
NORTH CAROLINA’S 
GOLDEN TRIANGLE 


WINSTON- 
SALEM 


——— 


GREENSBORO 


HIGH POINT 


No. 1 MARKET 
IN THE 


SOUTH’S No. 1 STATE 


(Q) winston- SALEM @) 


THE JOURNAL-SENTINEL eu @ 


NBC 


AFFILIATE 
Represented by 
HEADLEY-REED COMPANY 


ware. To place our line with repre- 
sentative retailers in Manhattan is not 
enough. 

Once the bride came across the 
Brooklyn Bridge to buy her dishes. 
Today she buys in Brooklyn, the 
Bronx, in Long Island, and in New 
Jersey towns and cities. It is necessary 
to know as much about outlying mar- 
kets as about New York City itself. 


Finding Blind Spots 


Studying buying power and sales 
through our experience in other terri- 
tories, we locate blind spots. Nobody 

“Blankport,” for example, is re- 
tailing our line, although that is an 
industrial center, beyond shopping 
distance from New York City, with 
40,000 families, $150 million annual 
retail sales, $20 million of which is 
general merchandise, or $500 per 
family for clothes, house furnishings, 
dinnerware. 

We find that about 5% new fami- 
lies are acquiring homes yearly in 
such a community, which gives 2,000 
new families as potential customers 
for dinnerware, plus old customers 
making additions from open stock. 

Why haven’t we a retailer in 
Blankport? There can be many rea- 
sons, such as old “bad feelings” that 
have led to that town being rated as 
“tough” by salesmen, conservatism on 
the part of retailers toward a distant 
minor firm like our company, or pos- 
sibly the distributor does not realize 
that this spot is bare. 

Again, Blankport sales may be low 
compared with neighboring centers 
with no better buying power. Why? 
The retailer may not have taken full 
advantage of our merchandising pat- 
tern. He can improve display, in- 
crease advertising. 

For a basic picture of markets we 
find SALES MANAGEMENT’s Survey 
of Buying Power a No. 1 point of 
reference, giving late figures of buy- 
ing power and from year to year re- 
cording changes. 


Forecasting Potential Sales 


The 20 salesmen who comprise our 
own field force closely follow local 
statistics of weddings and home build- 
ing permits, obtained from newspapers 
and city hall. As weddings and per- 
mits rise or fall, they forecast more 
or less potential sales for us, not far 
in the future, and retailers and dis- 
tributors are alert to them. For about 
eight years, of course, such figures 
have been mostly up-and-up. Basic 
buying power statistics are made more 
useful when supplemented in_ this 
way, with other data pertaining to 
the particular products being mar- 
keted. Government figures are getting 


better with each new Business Census, 
Statistics are useful according to the 
use made of them. 

We have launched national market. 
ing during a period of radical changes 
in retailing. Metropolitan stores are 
decentralizing, and independent re. 
tail stores are going up in towns 
which, a decade ago, were supposed to 
have no shopping trade. The merchan- 
dise is being spotted nearer customers 
in every possible way, from branch 
stores to self-service, unassociated lines 
such as toiletries in food markets, slot 
machines, and _ everything else that 
cuts distribution costs. The store 
where grandma bought her bridal 
dishes now has a dozen branches in a 
25-mile circle around the original es- 
tablishment, most of them larger than 
the original store was then. The idea 
of going to such a staid old shop to 
buy dishes once in her lifetime strikes 
the 1949 bride as quaint. She doesn’t 
see any reason why dishes should be 
expected to last forever—nothing else 
in her home does. By the time the 
dishes are broken, there will be new 
patterns to harmonize with other 
home furnishings. We find that this 
buying power information is most pro- 
ductive when used suggestively. 


Handling Representatives 


When a business develops distribu- 
tion through its own sales force, it is 
natural to say “Our Blankport sales 
are only 40% what they could be. 
See that something is done about this, 
immediately.” We distribute through 
representatives who have their own 
sales forces, and handle numerous 
other lines. 

The advertising in our marketing 
pattern is scheduled chiefly by the 
retailer. We supply mats and aids, 
but he uses his judgment as to how 
much the expenditure shall be, and in 
what media. 

When we find that there are op- 
portunities to increase sales in a given 
territory, we study the situation in 
terms of buying power, building pro- 
grams, our retail outlet there, and 
the retailer’s use of the factors in our 
marketing pattern. 

When the picture is clear to us, 
we lay it before the distributor and 
retailer, and rarely fail to get action 
and results. 


Blind Spot Eliminated 


On my desk is a slip of paper. Eight 
months ago we discovered that we, 
did not have a retail outlet in Blank- 
port. We put the Blankport buying 
power picture before our distributor 
there. “Holy smoke!” was all he said. 
The slip of paper is the sequel. It 
reads, “Sales in Blankport to Decem- 
ber 31, $28,560.” 
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New Books for 
Marketing Men 


Books reviewed or mentioned in this 
column are not available from SALES 
MANAGEMENT. Please order from your 
book store or direct from the publisher. 


Handbook of Sales Training. By the Na- _ 


tional Society of Sales Training Execu- 
tives. Published by Prentice-Hall, Inc. 
Price, $5.35. 


It took the combined experience of 85 
experts in training salesmen to produce 
this book. And, obviously, the book is 
crammed with material that has been 
proved sound, practical and effective in 
training salesmen the right way. A preface 
points out that the book was written for 
the use of all who are responsible for 
the training of salesmen. But it is also 
excellent for new men assuming sales 
training responsibility, for teachers, for 
students of sales training techniques. The 
book goes to the heart of such matters as 
relationship of sales training to sales 
management, how to lead effective con- 
ferences, selection of salesmen, use of 
audio-visual aids and how to analyze the 
problem of sales training. 


The Department Store Story. By Frank 
M. Mayfield. Published by Fairchild Pub- 
lications, Inc. Price, $5.00. 


Here’s a stimulating history of early 
merchandising and its evolution to the 
retail giant of today. The author of this 
book on the department store knows 
whereof he speaks: For 25 years he’s been 
president of Scruggs-Vandervoort-Barney, 
one of the country’s larger department 
stores. Mr. Mayfield has studied inten- 
sively on his subject, both today’s depart- 
ment store and the primitive trading 
methods and early organizations. During 
the past 50 years, as the author points 
out, the department store has become Big 
Business, responsible for the sale of some 
$10 billion in merchandise in 1948 alone. 
Mayfield discusses the organizational set- 
up, tells how a typical department store 
operates, how merchandise is bought and 
sold and the role each employe plays 
(shown by graphs). 


Practical Exporting. By Philip MacDon- 
ald. Published by The Ronald Press, New 
York City. Price, $4.00. 


The author (of the Department of Busi- 
ness and Civic Administration, The City 
College of New York, and export purchas- 
ing agent for Balfour, Guthrie & Co., 
Inc., Limited) wrote this book as a back- 
ground for students of the exporting busi- 
ness. However, it will serve well the 
businessman who wants to increase his 
knowledge of exporting. The book begins 
with the formation of the export organiza- 
tion, provides instructions for the various 
essentials of the business—papers, gov- 
ernment controls, insurance, finance. 
Finally there is a single typical transac- 
tion all the way through, from the buyer’s 
inquiry to payment and delivery. 


Directory of The Variety Market. Pub- 
lished by Directory Division Syndicate 
Store Merchandiser, Inc. Price, $10.00. 
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This authoritative study of the Variety 
market, compiled by the editors of Variety 
Merchandiser, is the completely revised 
and improved Third Edition of what 
seems destined to become a hardy peren- 
nial. The directory covers all phases of 
the market, lists more than 13,000 individ- 
ual business organizations including two 
Variety store lists containing 1,200 Variety 
chains and 2,000 independents. 

The book—550 pages—provides 20 
pages of up-to-the-minute Variety Mar- 
ket Statistics, listings of manufacturers 
(with names and addresses, products and 
brand names) who supply five cents to 
$5.00 merchandise. 
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840,900 more 


chase!” 


NBC daytime primary serv- 
ice to 840,900 people—for 


the first time! 


Remember — we've 
creased our power — not 
your 
nearest Petry represent- 


our rates! Call 


ative NOW! 


reasons— 
more people—to use the 
Louisiana Purchase at not 
one cent additional cost! 
Everything's up but the 
rates in “The Louisiana Pur- 


in- 


Ride With The Winners. By Victor 
Kramer. Published by Linen Supply Asso- 
ciation of America. Price, $5.00. 


Here’s a _ practical case-book on the 
linen and towel supply business from the 
point of view of the routemen and sales- 
men. It is also a practical guide for train- 
ing men on route salesmanship. With the 
book comes a folder, “Suggestions to 
Members,” designed to aid readers in 
using the book to best advantage. There 
are interesting sections, in the book itself, 
devoted to background information on the 
size and scope of the linen supplying 
business. 


1,023,900 People now in the new primary 


listening area of the new KTBS! 


183,000 People in our old coverage! 


What a difference! 


(840,900 


MORE REASONS TO USE 
“The Lousiana Purchase” 


KTBS 


SHREVEPORT 


New York Chicago 
Detroit St. Louis 
San Francisco Los Angeles 

Atlanta 


<¢ r F 
“hang PeTay AYO 
Notional Representatives 


710 


KILOCYCLES 


=>) 10,000 


WATTS 


SHREVEPORT 


NBC—TON— AFFILIATE 


NIGHT 
5,000 WATTS 
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How to get FACTS you need— 


to sell with profit today .. . 


Marketing and 
Distribution 
Research 


By LYNDON O. BROWN 
Vice-Pres., Charge of Media, Research, 
Marketing. Dancer-Fitzgerald-Sample, Inc. 


NOW — all the up-to-the-minute 
tested research techniques used today 
by leading companies and their adver- 
tising advisers—to get dependable data 
vital for more profitable operation. 
Shows — in practical how-to-do-it 
manner—13 ways to get quick, accu- 
rate information on your products, 
markets, sales methods, advertising, 
distribution, pricing, packaging. 
New uses for business research; 
basic scientific principles which govern 
planning and action. Specialized appli- 


cations in a wide variety of 
fields. 89 forms. 678 pages. $5.00 


Examine it for 5 Days! 


The Ronald Press Company 
15 East 26th St., New York 10 
SEND ME, 


I 
for examination, Brown's l 
Marketing and Distribution Research. I 
Within 5 days I will pay $5, plus de- I 
livery, or return the book. \ 

l 

l 


Name 
Firm 
Address 


INCREASED VOLUME 
1S IMPERATIVE! 


It's been proven by actual’ 
audited research that sales in- 
crease 14.6%** when 


DEALER SIGNS 


are put to work. Designed to sell merchandise, Art- 
kraft" Signs are also built to last. Let our design- 
ing and engineering departments create for YOU a 
sign that will bring in this inerease for you. 

Remember an ARTKRAFT* SIGN has CASH REGIS- 
TER VALUE! It will, by actual scientific test, make 
all your other advertising five times more effective 
and increase sales hy 14.6%.** 

Artkraft* builds America’s finest signs for national 
advertisers who buy in quantities only. 

Write for literature. 


4 ; 
Sign Company 

Division of Artkraft* Manufacturing Corp. 

1137 E. KIBBY ST. LIMA, OHIO 

Please send, without obligation, details on Art- 

kraft* Signs 

( ) We are interested dn a quantity of outdoor 
dealer neon signs. 

( ) We are interested in a quantity of Porcel- 
M-Bos'q store front signs. 


( » Please send instructions on how to set up a 
successful dealer sign program. 

Dh) Wedihibnktghethnne eases dbteaas a ¢ 

Te siahimsheeus gs oesrdbadeceesete 

ae 


CITY & STATE ..... 


QUALITY PROOUCTS FOR OVER A QUARTER CENTURY 


* Teademerk Rog. U.S. Pet. OF. ** Proved by ecteel eudites research, 
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-P & G Seeks Sales Talent 


Through Sales Careers Book 


Only a limited number of companies have grasped the prin. 
ciple that finding good salesmen is, in itself, a selling job. 
Procter & Gamble's "Opportunities for a Career in the 
Sales Department" tackles recruiting from this point of view. 


Believing that a field of selling that 
leads to sales management offers an 
opportunity for a highly successful 
career, Procter & Gamble has pub- 
lished a booklet, “Opportunities for a 
Career in the Sales Department of 
Procter & Gamble,” which is being 
used in personnel recruiting activities 
for the P&G Sales Department. 

Discussing selling as a career, the 
booklet points out: “The word ‘career’ 
is used in one of the senses given by 
Webster: ‘a field of consecutive, pro- 
gressive achievement in business life.’ 
Certainly the fields of selling and sales 
management provide such opportunity. 


They Rise 


“Moreover, selling has proved to 
be one of the best training grounds 
for positions of top management and 
the exercise of executive power and 
leadership. A recent survey of 250 
companies in the United States 
showed that 38% of the presidents of 
these companies started as salesmen. 
The largest group coming from other 
fields accounted for only 17%. 

“In selling there are no limitations 
on success other than those which are 
self-imposed. The variety of personal 
contacts, the challenges met, the ad- 
venture, and the opportunity for self- 
expression and use of formal 
training provide a real source of per- 
sonal satisfaction. 

“The value of the selling function 
to our economy is indicated by a re- 
port of the Department of Commerce. 
According to those figures the per- 
centage of salesmen in the better in- 
come brackets was higher than for 
any other group. Also, more salesmen 
were employed a full 12 months than 
any other group... 

“Selling and sales management 
truly offer a career to any ambitious 
man with the right talents who is 
willing to give unstintingly of his 
efforts and who will demonstrate 
initiative, industry and intelligence.” 

The booklet emphasizes that all 
executives in the P&G Sales Depart- 


ment have made a career of selling for 
Procter & Gamble: “These men have 
done the work they are directing to 
day. The policy of promotion from 
within is strictly adhered to and pro 
vides men already in the organization 
an opportunity to develop themselves 
with guidance from experienced ex- 


‘ ecutives. The company wants to em- 


ploy men who will make a lifelong 
career in Procter & Gamble.” 
Much of P&G sales training, the 
booklet explains, is done on the job 
in the territory to which a man will 
be assigned. Training is intensive and 
thorough. The program is designed to 
give a new man a proved method of 
handling every part of his job. Selling 
methods are demonstrated, and the 
selling techniques presented are the 
result of years of field experience. 
Thus the new salesman starts with an 
adequate background for _ rapid 
progress. “Learning to sell,” the 


booklet points out, “is somewhat like 
learning to ‘groove’ a golf swing: 
The correct form can be mastered 
more easily before one has acquired 
wrong habits or weaknesses.” 

Each P&G salesman is provided 


with material for his sales presenta- 
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ron and other useful aids to en- 
courage and assist him in doing a 
thorough sales and merchandising 
job. He sells merchandising ideas as 
well as quality products and finds 
ready acceptance for service and prod- 
ucts in many types of businesses. 

Each salesman is furnished with a 
company automobile for use on com- 
pany business, the entire upkeep and 
operating expenses of which are paid 
by the company. All necessary travel- 


ing expenses are paid by the company, | 


including reasonable costs of hotel ac- 
commodations and meals when the 
salesman is away from home. A pro- 
gram of continual training on the 
job, says P&G, makes it possible for 
the salesman to develop as quickly as 
his abilities permit. Following his 
training in basic and advanced sales- 
manship, the Procter & Gamble man 
is prepared for further responsibility 
through training other men. Out- 
standing performance in selling and 
in training others, together with 
demonstrated ability to take responsi- 
bility, forms the basis of promotion to 
management assignments. 


Discusses Self-Appraisal 


Included in the booklet is a section 
on self-appraisal. To assist recruits in 
their self-appraisal, a simple self-audit 
has been prepared, covering some of 
the more important abilities and 
characteristics which are essential for 
success in sales work. There are 16 
questions on which a recruit can rate 
himself if he adopts a frank and 
honest attitude. Although there is a 
rating scale to use for each answer, 
there is no total score—no passing 
grade. The recruit is the judge of 
how he feels upon completion of the 
form. 

Other subjects covered are: Back- 
ground Study; Company History and 
Scope; Financial Stability; Opera- 
tions; Advertising; Blueprint for the 
Future; Company Research; Four 
Sales Departments. 

_The booklet is pocket size, attrac- 
tively printed in four colors, and is 
illustrated. Tipped to the third cover 
page is an application blank. 

Says T. J. Wood, vice-president in 
charge of sales: “Today practically 
every member of management has 
spent his entire business life with the 
company. Continued progress depends 
on providing the same opportunities 
and commensurate rewards to 
younger men who bring to Procter & 
Gamble qualities of character, intelli- 
gence, and leadership—a genuine in- 
terest in finding a career rather than 
a ‘job.’ The booklet briefly outlines 
the background of the company and 
the various fields in the Sales Depart- 
ment that offer careers to able men.” 
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save time! save trouble! save money! 
STANDARDIZE ON MAYFLOWER 


@ Safe, dependable, Mayflower Long-Distance Moving Service 
is as close as your telephone. All you have to do is call... 
or have your secretary call . . . your local Mayflower agent. 
He sees the people you are moving ... explains the service 
... answers all their questions . .. removes their doubts and 
fears. He makes all the arrangements and follows through to 
see that satisfactory service is performed. Through him, May- 
flower will take the whole job off your hands, if you wish! 
You just approve the order for service when it comes to you 
... and Mayflower does the rest! 


Mayfiower’s organization 
of selected warehouse 
agents provides on-the- 
spot representation at the 
most points in the United 
States and Canada. Your 
local Mayflower agent is 
listed in the classified sec- 
tion (yellow pages) of your 
telephone directory. 


AERO MAYFLOWER TRANSIT COMPANY « INDIANAPOLIS 
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Some peculiar quirk in the average 
young American's makeup causes 
him to fancy himself as an inventor 
of strange and wonderful mixtures 
which he thereafter drinks with 
apparent relish. Spacarb, Inc. is 
turning this penchant into profits 
its coin-machine fountain. 


BY ETNA M. KELLEY 


Mix Your Own, Folks! Only a Nickel! 


Warning: It May be Terrible 


Manufacturers of soft drink vend- 
ing machines learn a great deal about 
taste preferences of customers who 
drop nickels in the slots. Out of its 
experiences, Spacarb, Inc., New York 
City, a pioneer in the cup vending ma- 
chine field, has brought out a new 
“Mix-A-Drink” dispenser. 

As its name implies, ‘“Mix-A- 
Drink”’ is a device to mix drinks on 
the spot. It is the result of Spacarb’s 
study of regional taste preferences in 
soft drinks. 

Buyers of soft drinks from vending 
machines basically are gadget-minded 
people. “Mix-A-Drink” appeals to 
their instinct for gadgetry. By insert- 
ing their nickels and pushing appro- 
priate buttons, the customer can select 
one, two or three flavors, have them 
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mixed and served all in five seconds. 

What are the advantages of per- 
mitting customers to select their own 
flavors? 

Through tests, Spacarb has found 
that the three-drink machine ups sales 
30% over sales of a one-drink ma- 
chine in the same location. There’s a 
definite relationship to sales increases 
to number of flavors offered. Spacarb 
reports that two flavors increase sales 
20%, three flavors 30%, but that a 
fourth flavor does not produce appre- 
ciable sales increases. 

Spacarb’s president, I. Hayne 
Houston, offers several explanations 
for the soft drink buyer’s interest in 
mixing his own drinks. One is that 
people like to originate new drinks, 
just as they like to concoct new dishes. 


Through the Mix-A-Drink they enjoy 
the sensation of being creative—for 
the price of a nickel. Automatic ma- 
chines have their greatest appeal to 
young people. The Mix-A-Drink idea 
is very much to their taste. People 
with time on their hands, too, like to 
manipulate the machine, which is evi- 
denced by its good sales record in 
veterans’ hospitals, military installa- 
tions, and on training ships. The 
Mills Hotel, New York City, which 
rents rooms at 75c a night, has a ma- 
chine in the lobby which makes 4 
good showing despite the low buying 
power of the hotel’s patrons. 
Spacarb machine sales are governed 
primarily by traffic, according to Mr. 
Houston. They vary seasonally, with 
seashore installations climbing high on 
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99% ACCURATE 


in predicting 


monthly retail sales 


U. S. Department of Commerce Figures 
Confirm Monthly “High Spot City” Forecasts 
In SALES MANAGEMENT Magazine 


Accurate sales forecasts are today more than ever a re- 


quirement of successful marketing. 


Sales, advertising and research executives are turning in 
increasing numbers to SALES MANAGEMENT Maga- 
zines monthly “High Spot Cities” feature for aid in 
estimating their changing sales 


potentials in the key 


markets of the nation. 


“High Spot Cities” provides an advance forecast in the 
first issue of every month giving the expected dollar vol- 
ume of retail sales for the U. S. as a whole and for 
more than 200 leading cities. In addition, ratio figures 
are shown for each city, comparing its current retail 
sales with the same month of the previous year and with 
the same 1939 month. A third ratio shows how. each city’s 


gain or loss compares with the national change. 


These advance estimates are published 60 to 70 days prior 
to U. S. Department of Commerce release of “official” 
estimated figures. Department of Commerce reports on 
monthly retail sales in 1948 provide a check on the 
accuracy of the SALES MANAGEMENT predictions. 
Shown here are the “High Spot City” advance forecasts 
compared to what actually happened as reported by the 
Department of Commerce (The figures start with June, 
1948—when SALES MANAGEMENT began predict- 


ing retail sales alone without “services.” ) 
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1s, 


1949 


Total U. S. retail sales in billions of dollars 


1948 month SM Forecast Actual 
June 10.8 10.9 
July 10.3 10.7 
August 1t.t 10.7 
September 11.2 VI 
October 11.4 11.5 
November 11.7 11.0 
December 13.3 13.2 
Monthly Average 11.4 11.3 


SALES MANAGEMENT'S margin of error on the 
whole was under | per cent. 


In addition to monthly publication in this magazine, 
mimeographed copies of these figures are available 10 
days in advance at a cost of $1.00 per year. SALES 
MANAGEMENT 
panies are among those now receiving this service: Col- 
gate-Palmolive-Peet, Continental Baking Co., General 
Electric Company, International Harvester Company, 
Schenley Distillers Corp., The Coca-Cola Company, 
W arwick & Legler, Inc., Bendix Home Appliances, Inc., 
Pittsburgh Steel Company, Mojud Hosiery Company. 
You can obtain this advance service for one year by 
sending $1.00 to SALES MANAGEMENT, 386 Fourth 
Ave., New York, 16, N. Y. 


subscribers in the followfng com- 


THE MAGAZINE OF MARKETING 
386 Fourth Avenue, New York 16, N. Y. 


Chicago Santa Barbara 


EXERCISE MAKES THIRST: Here's a Spacarb machine in a bowling alley. 
Flavors offered are Coca Cola, lemon-lime, and cherry. The customer may 
buy any of these individually, or mix them in any desired combination. Says 
the company, “Usually, the younger the patron, the wilder the mixture.” 


lists during hot months. To show a 
profit, a machine’s sales should aver- 
age $200 a month. Some, in high- 


traffic spots, reach $1,500 a month. 
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Last December, top place on the 
list of 100 best installations on which 
Spacarb keeps records, was held by a 
ship. Next, in this order, were: 


Namm’s, a Brooklyn, N. Y., depart- 
ment store; a Bronx theater; the 
United States Rubber Co. plant in 
Fort Wayne, Ind.; a Sears, Roebuck 
store. A subway station in Boston was 
13th on the list. In June top producer 
was an industrial installation, in the 
Container Corporation plant. Last 
July second and third producers were 
in terminals, the seventh on a naval 
vessel. 

Cola flavor is most popular, except 
in New England where it shares hon- 
ors with root beer. In the opinion of 
Spacarb’s management, the preference 
for cola arises to a considerable degree 
from the promotion behind those 
drinks—in particular, from Coca- 
Cola’s aggressive and long-continued 
merchandising policy, its maintenance 
of quality included. 

In fruit flavors, cherry is first; the 
“sours,” lemon, lime and orange, sec- 
ond; grape is third. Orange is espe- 
cially popular in the South, a regional 
preference. Specialty flavors are gain- 
ing popularity, with apple jackie 
(apple soda) and chocolate forging 
ahead. Oddly enough, fruit flavors go 
well in cups, but are not so popular 
in bottles. To conservative oldsters, 
the thought of mixing chocolate with 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
(Period ending December 31, 1948) 


Is “mass magazine” space getting too costly 


for vour men’s product budget? 


LOOK AT 


THESE FACTS 


THE AMERICAN 


LEGION 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


drop a “collect” wire for 
full details to: 

Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 
1 Park Avenue 

New York City 


MAGATZINE 


3,031,838 


If these facts intrigue you, 


\ 
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cola or fruit flavors is likely to be re- 
pellent, but adventurous young people 
like these “Idiot’s Delight” mixtures. 

Spacarb has made some interesting 
discoveries about brand preferences. 
They have learned that the public 
wants its cola drinks branded. It de- 
mands Coca-Cola, Pepsi Cola, Royal 
Crown Cola, but is slow to accept an 
unbranded cola. Among root beers, 
Hires is the favorite. Fruit flavors are 
presumably bought without much re- 
gard to brand. 


Switch Flavors 


Spacarb advises machine operators 
to switch flavors and kinds of drinks 
at least every six weeks. For example, 
offer Coca-Cola, cherry and chocolate 
for a month or six weeks; then a com- 
bination of Coca-Cola, lemon-lime and 
root beer for a similar period, fol- 
lowed by grape, apple soda and Coca- 
Cola. The offer of a new set of flavors 
stimulates sales. 

Though costs of syrups, carbonated 
water and machines have risen appre- 
ciably, beverage machines still dis- 
pense drinks at five cents a cup, giving 
operators a profit. The size of the 
profit varies in ‘accordance with a 
number of factors. Among these are 
the sales volume of the particular 
machine, commissions paid to location 
owners, and labor costs for servicing 
in the area. 

For a company a little more than 
10 years old, Spacarb has had a rather 
checkered history. It started as a 
merger of two groups: one, a group of 
eastern financiers who believed there 
should be profits in the manufacture 
of a beverage dispensing machine; the 
other, a group of southerners associ- 
ated with the Coca-Cola Co., who 
were interested in producing a ma- 
chine for cup dispensing of Coca-Cola. 


Merger of Two Groups 


The two groups got together and 
bought the Masterdrink cup dispenser 
from its maker, and from this de- 
veloped the Spacarb machine. It 
turned out that the Coca-Cola Co. 
would not give them the exclusive 
tranchise for cup-vending the beverage 
through their machine. They went 
ahead anyway and franchised ma- 
chines to vend various kinds of soft 
drinks and, as a means of expanding, 
bought up other companies. Among 
these was the Frosti-Drink Co., 
Dallas, said to be the first to make 
‘multi-drink machines. During 1939- 
1940 they turned out through this 
subsidiary 15 multi-drink units. These 
were tested and found practical. 
Then, in 1941, the company started 
to manufacture 500 multi-drink ma- 
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chines. Before the plan could be com- 
pleted, the Armed Forces made in- 
roads upon the firm’s management, 
staffed by young men. Mr. Houston, 
now president, joined the organiza- 
tion as vice-president and treasurer in 
1940. He and the majority of Spa- 
carb’s management held commissions 
in the Army and Navy and were 
called into service even before Pearl 
Harbor. 

Because of the shortage of help, 


machines which dispensed food and 
drink .were popular during the war. 
Spacarb would now be farther along 
in its development if it had not lost 
approximately five years through the 
war. Of the 515 multi-drink machines 
it had manufactured up to the time of 
its suspension in 1942, 200 were sold 
to Coca-Cola. These were converted 
to single-drink use. By 1947 the firm 
was back in operation and again turn- 
ing out multi-drink units. 


GREAT INDUSTRIES 1 tue 


Growing GREENSBORO MARKET 


AND 


COMPANY 


Largest producer of Cedar products in 


GEORGE C. BROWN 


the World, George C. Brown & Co. wos mw, albert Foster 


established in 1886. Today their products 


President 


are sold in the Americas and Europe ‘and 
they supply 80°/, of all the Oil of Cedar- 
wood used in the manufacture of Cosmetics and allied products. 


Another indication of the diversified industriat activity of the 
Greensboro 12 County ABC Area where ONE-SIXTH* of the 
State's population accounts for ONE-FIFTH of total retail sales. 
Gear YOUR promotion plans to reach the high sales potential 
of this market ($616,595,000 Net Buying Income) through the 
NEWS and RECORD with 90,000 daily circulation and 60°, 


coverage. 


*1949 Sales Management Figures. 


Greensboro 


= News and Kecord 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelly, Inc, 
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Maytag’'s Curious Cousin: 
A Mail Order Cheese Business 


With a prospect list of 50,000 and a capacity for pro- 
ducing 275,000 pounds of blue cheese annually, Maytag 


Dairy Farms, Inc. is a neat little enterprise in_ itself. 


If you happen to be one of the more 
than 50,000 businessmen who every 
now and then get a notice through the 
mail that they can buy a four-pound 
wheel of Maytag Blue Cheese for $4, 
you may want to take the time to read 
this and learn how the Maytag name, 
long famous in the washing machine 
field, has come around to get on a spe- 
cialized dairy product. Maytag mail- 
order cheese, following business prin- 
ciples, has become important business 

. nationally. 


> 


Maytag Dairy Farms, Inc., New- 
ton, la., has a capacity of 275,000 
pounds of blue cheese a year. Many 
business firms and large companies 
order wheels (a smaller two-pound 
size at $2.50 is also available), to send 
to homes of customers. One company 
has a standing order annually for 
1,100 wheels for gifts. Certain hotels, 
clubs and restaurants order regularly 
or have fixed shipments forwarded at 
stated intervals. Some stores order it 
by mail direct to satisfy select cus- 
tomers. 


Now that its Blue Cheese business 
is blooming, the Maytag Dairy 
Farms, Inc., is setting up a complete 
business office with addressograph 
equipment and full scale time-saving 
filing and forwarding equipment and 
all. The wheels of a mail order house 
are turning. But let us go back a few 
years to get perspective. 


Washing Machines and Cheese 


This story might be titled “Five 
Million Washing Machines and Blue 
Cheese ;” or, “How One Thing Leads 
to Another.” It’s also the story of the 
Maytag family, Iowa, out where corn 
grows tall and farm animals grow 
sleek. Fred L. Maytag and three 
other fellows, possessed of $2,400 
capital and abundant hope, began to 
manufacture farm machinery in a 
small way back in 1893. 

The sun really started to come up 
for The Maytag Co. when its first 
home washer, arm driven, came off 
the line in 1907. Its first powered 
washer, engine driven, was made in 
1909; its first electric motored ma- 
chine in 1911. The company’s 5,000,- 
000th washer was produced in Octo- 
ber, 1947. All of which eventually 
led to Blue Cheese. 

Like most city and/or town dwell- 
ers, when they become possessors of 


cash in abundant backlog, E. H. May- 


“INCREASING WHOLESALE DRUG SALESMEN'S EFFECTIVENESS" 


By James H, Davis, Ph.D. 


How do salesmen actually spend their time?’ What methods 
of selling and types of selling arguments are most productive? 
How can time spent in actual selling be increased? 

Two techniques of modern scientific management — job 
analysis and time and motion study — are applied in this 
study to analyze the actual job of the wholesale drug sales- 
man. The results of this approach, as set forth in the book, 
provide answers to questions like the above, and much other 
material of value to modern wholesale selling. 

Based on research undertaken in cooperation with The 
National Wholesale Druggist Association, this new hook 
makes a bold advance in analyzing the fundamentals of 


Order from: BUREAU OF BUSINESS RESEARCH 


the selling process . . 
sales management. 
“So excellent . . . sales managers can profitably apply many 
recommendations made in the book.”—JOURNAL OF 
MARKETING, January, 1949. 

22 Charts $3.00 


193 pages 6x9; Cloth 65 Tables 


Also—“Warehouse Operations of Wholesale Druggists.” 
By Albert B. Fisher, Jr., Ph.D. 


Deals with all phases of warehouse operations and provides a descrip- 
tion of present-day operating practices in wholesale warehouse eopera- 
tions, Summarizes fundamental principles and offers suggestions and 
recommendations for new or niodified practices. ($3.50) 


. and in developing new methods in 


THE OHIO STATE UNIVERSITY, Columbus, Ohio 
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tag, son of the founder, harked to 
the urge of the farm. He eventually 
got together one of the finest herds 
of blooded dairy cattle extant and 
took his choicest animals to various 
county, state and national fairs and 
stock shows. 

Since 1931 a total of 37 All-Ameri- 
can and 14 Reserve All-American 
designations have been awarded to 
Maytag cattle—more titles than have 
been won by any other herd either in 
the United States or Canada during 
the last 20 years. When Mr. Maytag 
died in 1940 the Maytag dairy farms, 
as directed in his will, were incor- 
porated with the major portion of the 
stock left to Fred Maytag II and to 
his brother, Robert E. Maytag. 

Fred Maytag II took over man- 
agement and started research to find 
out how to make what had been a 
partially self-sustaining plaything a 
going business. A college man, he 
turned to the Dairy Industry Depart- 
ment of Iowa State College for ad- 
vice. A professor of agriculture there 
suggested ... Blue Cheese. Fred May- 
tag had attended the University of 
Wisconsin and so by association had 
a passing knowledge of, and a respect 
for, cheese. 


Scoops Out Cave 


Back home on ‘one of the Maytag 
farms, in the side of a selected hill, 
he scooped out a cave 100 feet long 
and equipped it with air-conditioning 
machinery to maintain the proper tem- 
perature for curing and storing this 
very sensitive cheese which must be 
aged under perfect conditions. 

Because of its quality, Maytag 
Blue Cheese has commanded a premi- 
um price from the very start. Every 
whit of the marketing has been done 
direct from the farm with no sales- 
men, brokers, or commission houses 
selling or handling any part of the 
output. At the advent of the venture 
a set postpaid price was fixed. This 
was because Mr. Maytag believed 
that more sales resistance would be 
built up if he charged so much a 
pound plus postage. This plan also 
saves time, work and expense in ac- 
counting and billing. 

Starting with only a small mailing 
list bought through the usual chan- 
nel, the Maytag cheese prospect list 
has grown steadily until now, only a 
tew years later, the farm management 
has a list of well over 50,000 live 
prospects, the majority of them users. 
Publicity has come fairly easy as 
various editors of leading newspapers 
and magazines, after testing the prod- 
uct, have thought sufficiently well of 
it to carry stories of Maytag Blue 
Cheese and the unique farm business 
it has fathered. 
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COMING SOON: 


"Ten Lessons in Speech Training for Executives and Salesmen," in 
Sales Management for August |, August 15, and September |. 
Prepared by Dr. James F. Bender, The National Institute of Human 
Relations, this is a “packaged” training plan you can take over 


completely for use within your own organization. 


—THE EDITORS. 


HAVE HOME DELIVERED CIRCULATION 
ON BOTH IOWA AND ILLINOIS SIDES 
OF THE RICH QUAD-CITY MARKET* 


— Another important reason advertisers 
placed 25,112,290 lines of advertising in 


“America's Most Amazing Newspapers" 
in 1948. 


— Another important reason The Daven- 


port Newspapers should be included on 
every schedule. 


+ 

Davenport is 13th in the entire nation and Ist in 
lowa in Effective Buying Income per Capita. (Copr. . 
1949, Sales Management Survey of Buying Power) ‘ 


THE DAVENPORT NEWSPAPERS 


The Daily Times ¢ The Democrat & Leader 
DAVENPORT, IOWA 


Represented by Jann & Kelly, Inc. 
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LET ME SHOW IT TO YOU: Some Bell & Howell ‘ 
special representatives operate trailers for demon- 
strations, spot deliveries, and to show films. They 


can do light camera repair work right on the spot. 


How Bell & Howell Sells 
To Institutional Markets 


Based on an interview by Lester B, Colby with 


E. S. LINDFORS 


Vice-President in Charge of Marketing, Bell & Howell Co. 


Its plan is built around 93 special representatives, 
many of them former school teachers and ministers. 
Neither commission salesmen nor distributors, the in- 
dependent agents add to company's 3,000 dealers. 


Bell & Howell, Chicago, motion 
picture equipment manufacturer, has 
developed a system of merchandising 
that appears to be unique in industry. 
Ninety-three so-called “special repre- 
sentatives,’ selected for outstanding 
skills, are trained for specialized du- 
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ties, and qualified for tasks above the 
demands on ordinary dealers. 
Management says that Bell & 
Howell special representatives do not 
compete, strictly speaking, with the 
more than 3,000 dealers selling B. & 
H. equipment at retail, but that they 


MOBILE SERVICE LABORATORY a ee. re 


supplement their work, cooperate 
with them in performing special 
functions, and often are a real help 
to them. Basically, the special repre- 
sentatives and dealers operate in two 
separate fields. 

‘The special representative is not 


FOLLOW THROUGH: There's great 
emphasis on repair and maintenance 
in special representative's shops. Ob- 
ject: Perfection in operation of 


equipment and customer satisfaction. 
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When you get letters like this... 


.. your premium 
promotion su fers. 


Say good-by to good will if your mail-away 
premium offer isn’t handled in a hurry. 


Housewives and kiddies who send in their 
coins and box tops want their premiums in a 
reasonable length of time. When they don’t get 
them, you’re on the receiving end of an avalanche 
of mail charging carelessness, neglect, and even 
fraud. This extra mail not only complicates the 
handling, but, much worse, destroys the good will 
engendered by the offer. No good will, no repeat 
sale of the product. 


There’s one way to avoid all this—let Don- 
nelley do the job for you. 


For with the many problems that can arise on 
a premium offer, it’s wise to have Donnelley ex- 
perience behind you from the beginning. And 
most important, you can be sure that premium 
requests will be handled promptly. 


Your nearest Donnelley office will gladly dis- 
cuss your next premium promotion. Call or 
write when you start planning. 


THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. 
CHICAGO 16,1LL. 


305 E. 45th ST. 
NEW YORK 17, N.Y. 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 


5, 


1949 


Do they 


you in the 
classroom? 


What teachers think and say can 
be mighty important to you. 

Teachers are active in the af- 
fairs of both school and com- 
munity. Their opinions affect 
thinking and buying throughout 
the community. 

Tell your own story, right, to 


America’s most influential mar- 
ket. Ask Georgia C. Rawson, 
Manager, how State Teachers 


Magazines reach more teachers. 
43 MAGAZINES 752,000 SUBSCRIBERS 


STATE TEACHERS 


MAGAZINES 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


sells the millions that buy 


ASK 


REPRESENTING 


YOUR 


LEADING 


JOHN 


RADIO 


BLAIR 


STATIONS 


Offices in: Chicago, New York 
Detroit, St. Louis, Los Angeles 
San Francisco 
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a commission salesman,” says E. S. 
Lindfors, vice-president in charge of 
marketing. “He is in business for 
himself. He buys from Bell & 
Howell, takes his markup, and sells 
at a profit. His customers are in the 
institutional market—schools, church- 
es and industry. He may sell other 
items but he will not carry anything 
competitive with Bell & Howell 
products. He is footloose to travel. 
He bird-dogs, runs down prospects, 
and makes direct calls. His big pur- 
pose is to sell Bell & Howell products. 
“The dealer, on the other hand, 
may sell any number of competitive 
items. He tries to make sales with 
the least possible resistance. He de- 
pends primarily on walk-in customers 
for his sales of photographic equip- 
ment. This, we believe, points out the 
difference between the two.” 


Warning 


To clarify the position of special 
representatives further, Mr. Lindfors 
explains that they should in nowise 
be confused with distributors. They 
do not sell equipment to retail dealers 
and they are not manufacturers’ 
agents selling to distributors or stores. 
Retail dealers get their Bell & Howell 
stock direct from company headquar- 
ters in Chicago. 

Special representatives for the most 
part are ex-school superintendents, 
ex-principals, ex-teachers and ex-min- 
isters, though sometimes they are 
former dealers. Almost without ex- 
ception they are men who, through 
their experiences, have been sold on 
the high value of visual education. 
Generally speaking, they are crusaders 
at heart, men who believe that they 
are on a mission. They give talks, 
write papers, and are fond of organ- 
izing meetings. 

The ideal special representative is 
a man who is happiest when he is 
convincing a school board that stu- 
dents will make progress faster and 
more surely through use of motion 
pictures and slides; convincing a 
church that today there are available 
excellent films of religious nature that 
will teach and move the congregation 
as no other method can; selling some 
airline, for example, that travel 
movies will bring in business more 
cheaply and effectively than any other 
medium. 


Special Function 


The special representative is Bell 
& Howell’s answer to the still rela- 
tively virginal market for mass com- 
munication through audio-visual 
means. The retajkdealer, it is main- 
tained, is not in a position adequately 


to promote this potential _insti- 
tutional market. Special representa- 
tives and retailers do compete to some 
extent but only in the institutional 
field. 

If the local dealer sells equipment 
to the institutional market, the special 
representative may get a certain per- 
cent of the sale made in his territory. 
This is known as an “over-right.” 
However, to get this over-right the 
special representative must be able to 
demonstrate his right to it by show- 
ing that he has made contacts, has 
demonstrated or has done promotional 
work sufficient to give him a deserv- 
ing interest in the deal. He is ex- 
pected to make weekly reports to the 
Chicago office, indicating the calls he 
has made, also sales which are lost to 
a competitor. 

Each special representative must be 
well trained in repair and main- 
tenance work on Bell & Howell 
equipment, or he must have in his 
employ men who are so qualified 
through training in the Bell & 
Howell factory. To earn his over- 
right, he must provide servicing for 
the projector or other equipment 
which the dealer in his territory sells. 
This service must be given on request 
to the dealer or to any of his cus- 
tomers. 

One important angle which throws 
light on the reason for, and the dis- 
tinctive character of, the special rep- 
resentative’s business, it is pointed out, 
is that Bell & Howell has the problem 
of selling a quality product at prices 
generally higher than those of any 
competitor in the field. The company 
depends on the special representative 
to push its higher price, quality prod- 
ucts to a shaky prospect. The special 
representative, therefore, lives or dies 
on his success with the Bell & Howell 
line. 


Reward 


His reward for success is a grow- 
ing business. Numbers of special rep- 
resentatives have annual sales running 
$100,000 or upward, and quite a few 
find that they have established perma- 
nent outlets which run into substan- 
tial investments including buildings, 
repair and maintenance shops, and 
staffs of salesmen and other employes. 

Through the years the number of 
men who have sought to be franchised 
as special representatives greatly ex- 
ceeds the number who have been 
chosen. Selection is made with great 
care. 

District managers usually check 
carefully before a decision is made. 
While the majority of the “reps” 
have come from the ranks of educa- 
tors, a few have evolved out of dealer- 
ships. They operate under a variety 
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of names. For example, there is 
Visual Education, Inc., in Houston 
and Dallas; Photo & Sound, San 
Francisco, and such names as Visual 
Education Service and Training Aids, 
Inc. Others are the Deseret Book Co., 
Salt Lake City; Northern School 
Supply, Fargo, N. D.; the Tayloe 
Paper Co., Memphis. 

Territories granted to special rep- 
resentatives vary in size, depending 
on local conditions. One representa- 
tive is limited to New York City, 


another to Chicago. Another, where ~ 


business is relatively sparse, may have 
as his field an entire state or more. 
Assignments of territories and their 
boundaries depend primarily on po- 
tential business and the competition 
among representatives. 


Territories Vary 


For example, if a particular special 
representative does a bang-up job in 
his territory and an adjacent special 
representative seems to be doing a 
relatively poor job, Bell & Howell 
may expand the territory of the suc- 
cessful one to include a part of the 
territory of the less successful repre- 
sentative. This would involve a 
change of contract for both, and all 
consumers in the areas involved 
would be notified. Of course the spe- 
cial representative getting an expand- 
ed territory would be required to set 
up proper facilities to administer 
properly to the demands of the area. 
This would include a service station, 
by contract, and an increase in his 
sales staff to handle the additional 
area. 

In any event, the special represent- 
ative, or one of his men, must under- 
go a two-week training course at 
Bell & Howell headquarters in Chi- 
cago, that he may be able to service 
any and all Bell & Howell equip- 
ment. In addition, the special repre- 
sentative is expected to make periodic 
visits to the. main plant in Chicago to 
learn about and keep posted’ on vari- 
ous products, and to discuss his par- 
ticular problems with specialists at 
the plant. 

In addition to this, there is an an- 
nual three-day meeting for intensive 
education. At this meeting each rep- 
resentative is drilled in the use of spe- 
cial tools and gauges used in servicing 
equipment and he takes these home 
with him. Also, all representatives re- 
ceive a regular series of bulletins 
which are both informational and pro- 
motional in nature. District managers 
Periodically visit special representa- 
tives who seem to be falling down in 
their selling, to advise and help them 
where they can. 

Each special representative gets his 
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| to Hygeia Readers 
Healthful Living in Comfortable Homes 


IF your product helps to promote healthful, 
comfortable living in more wholesome, sanitary, 
convenient homes, here is a concentrated bloc of 
readers seeking precisely those benefits — the 
| subscribers to HYGEIA, Health Magazine of the 
| American Medical Association. 


69.7 per cent own their own homes 
83.7 per cent are married men or women 


89.3 per cent have high school educations or 
better— 


| 
| 58.5 per cent, university or college educations 


100 per cent pay fo get the reliable health 
information in HYGEIA 


| These are the people who want vacuum cleaners 
| that keep their homes cleaner, better footwear for 
| children and adults, saner beauty preparations, 
| more wholesome food for all the family—and a 
thousand other adjuncts to pleasant, health-wise 
living. 


This is the highly selected audi- 
ence that can “afford” healthful 
living because it knows the 
value and pleasure of healthful 
living. ‘ 


For further details, address 


OF THE 


& ‘ 
U 4 Ci a THE HEALTH MAGAZINE 
| AMERICAN MEDICAL ASSOCIATION 


535 NORTH DEARBORN - CHICAGO 10, ILLINOIS 
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WHY WONDER AND WORRY? 
BURRELLE’S PRESS CLIPPINGS 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 


National or local service, fast 
and accurate. 
full information. 


Write today for 


D If 
wiolles. 


~4. 7] FRE $ CLIPPING BUREAU 


165 CHURCH ST. — 


NEW YORK, N.Y. 


GIVE YOU THE FACTS! | 


NATIONAL RESEARCH 
BUREAU 


Write to the 
REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


Whether it's a four pager in a hurry or a 
de luxe catalogue, you'll be dealing with a 
staff of experts—from layout to final paste-up. 


Write for free booklet 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE, NEW YORK 17, N. Y. 


POINT OF SALE 


ADVERTISING 


Colorful - Self Adhesive - Cellophane, processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale Advertising - Dealer 
Instructions - Distributor literature imprints. 


TOPFLIGHT TAPE CO. YORK, PA. 
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Bell & Howell equipment at 3314% 
discount from list price. In addition 
to this, if he qualifies on basis of per- 
formance, he is extended a special 
10% credit for services rendered to 
Bell & Howell if the unit in question 
is sold in the special representative's 
defined institutional market. 


Minimum Investment 


The special representative does no 
warehousing as such. He merely keeps 
limited requirements on hand, receiv- 
ing stocks often and regularly from 
Chicago. This keeps his investment 
in materials and goods at a minimum. 
He does not have to pile up impres- 
sive inventory. Such control gives him 
fast turnover on his purchases which 
are thus kept liquid and regulated by 
his immediate needs. Bell & Howell 
in this way operates in a manner 
strictly opposite to the policy of 
many manufacturers who maintain 
that piled-up stocks can be used as a 
club to force distributors and others 
to put special effort into their selling. 

In other words, Bell & Howell 
policy is opposed to the familiar slug- 
it-out school of merchandising which 
sometimes operates to force feverish 
sales campaigns to get out from under 
piled-up warehouse _ stocks, thus 
avoiding bankruptcies which some- 
times occur at points down the line. 
The management prefers continued 
sound and profitable selling without 
resort to the whip. 


Small Turnover 


Because it does not resort to this 
drive, there is exceedingly small turn- 
over in representatives. With few ex- 
ceptions down through the years the 
mortality among representatives has 
come from either deaths or retire- 
ments. In the majority of cases they 
have grown up from small begin- 
nings. Some of them tell that their 
initial investment was not more than 
$1,000 and a car. 

There are among them former 
school teachers and pastors who 
started out this way and who now 
have well established businesses which 
represent physical properties valued at 
$50,000 to $100,000 or more. A few 
have well ordered stores with repair 
and maintenance departments which 
employ from a half-dozen to a dozen 
clerks and mechanical experts. 

A few representatives have put 
into service mobile units made up of 
a trailer with showroom and small 
repair shop which can be hauled be- 
hind a motor car. These are used for 
making calls on institutions and in- 
dustrial ‘plants. The trailer, too, may 


include a tiny theater for showing 
educational films to prospective pur- 
chasers. While only a limited number 
of special representatives operate 
trailers, there are some advantages: A 
limited number of machines can be 
carried for immediate delivery; more 
and better demonstrations can be 
made; light repair jobs can be done 
on the spot. On the other hand, a man 
dragging a trailer has less personal 
mobility because of parking problems, 
Then, too, he has to keep a watchful 
eye on valuable property unless he 
carries a helper.. 


Training Program 


Bell & Howell carries on a con- 
stant and continuing program of 
training to assist special representa- 
tives in their work and to keep them 
on their toes. They and key men in 
their organizations are assisted in this 
manner. They are further assisted 
through the medium of direct mail 
campaigns aimed at schools, churches, 
and industrial units. This is in addi- 
tion to the annual convention which 
is held in Chicago, which is tied in 
with the yearly meeting of the Na- 
tional Association of Visual Educa- 
tion Dealers. The B. & H. conven- 
tion takes two days and the National 
Association meeting the remainder of 
the week. At this time new products 
are exhibited and demonstrated. 

The main difference between the 
dealer and the special representative 
is this: While the dealer “sells any- 
thing,” the representative is a spe- 
cialist who is geared to do a selling 
job strictly on Bell & Howell prod- 
ucts in specialized markets. The 
dealer operates on a quick sale basis 
and turns to the next ready customer. 
The special representative is continu- 
ously scouting business, going to the 
potential customer, originating sales 
through canvassing and calls. He is 
out on the firing line and he sells full 
appreciation of visual education tools. 
He develops interest. 

Bell & Howell carries its program 
further. It seeks to have within its 
organization the cream of the crop in 
institutional salesmen. It is imperative 


that these representatives cannot 
handle any competitive equipment. 
They carry considerable literature 


prepared by the company: promo- 
tional, instructive and service man- 
uals, etc., and they often maintain 
film libraries for rent or to sell to 
their customers. They will also rent 
Bell & Howell equipment. 

Bell & Howell advertises liberally 
and consistently in national media 
and in business publications. Much 
of this advertising is intimate and 
personal in nature. Often photographs 
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He started retiring today! 


--.and it feels good! 


It’s going to take time, but the point is 
.. . he’s taken that all-important first step 
... he’s found a way to make saving a sure, 
automatic proposition .. . 


He’s buying Savings Bonds, the safest in- 
vestment there is, through the Payroll Savings 
Plan! 


This makes saving an absolute certainty! 
You don’t handle the money to be invested 
... there’s no chance for it to slip through 
your fingers and .. . U. S. Savings Bonds 


pay you 4 dollars for every 3 invested, in 
ten years! 


Think it over! We believe you'll agree that 
bonds are the smartest, surest way there is 
to save. 


Then—sign up for the Payroll -Savings 
Plan yourself, today! Regardless of your 
age, there’s no better time to start retiring 
than right now! 


P.S. If you are not eligible for the Payroll 
Savings Plan, sign up for the Bond-A-Month 
Plan at your bank. 


Automatic saving is sure saving—U.S. Savings Bonds 


15, 1949 


te Contributed by this magazine in co-operation with the Magazine Publishers of America as a public service. 
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Here’s a °7 Billion 

Retail Market... | 
and BSN’s 

Dealer Readers 

Sell 85% of It! 


Q 


BSN RATES Ist AMONG THESE 
“BUILDING SUPERMARKETS” 


Because BUILDING SUPPLY 
NEWS shows lumber and building 
material dealers how to sell more— 
how to make more money— it builds 
eager readership for your selling mes- 
sage among the top merchants. These 
are the key dealers who sold over $150 
million of paint in 1948—who sell 65% 
of all builders’ hardware—and who, 
8,000 of them, are major home appli- 
ance merchandisers. Leading dealers 
readily testify: “BSN tells us where 
we are going; not where we have 
been.” Sell these dealers first—and 
keep ’em sold—in BUILDING SUP- 
PLY NEWS 


FREE—Write for your 
copies of BSN editorial re- 
print, ‘You're in a $7 Bil- 
lion Retail Business Now,"’ 
and new BSN 
Data Sheet show- 
ing 10-year sales 
record of lumber- 
material dealers 
vs. U.S. construc- 
tion and retail 
sales. 


BUILDING SUPPLY NEWS 


5 SOUTH WABASH AVE. + CHICAGO 3, ILL. 
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of special representatives, and in- 
cidents in their workaday lives, are 
tied into the advertising. 

Representatives are active in every 
state in the Union and in Alaska and 
Hawaii. Overseas, the company has 
a distributor system somewhat like 
the special representative system but 
geared to local conditions depending 
on habits and practices in merchan- 
dising in each country. It is the boast 
of the management that no other 
photographic equipment company has 
a comparable setup. 

Sometimes it might seem that Bell 
& Howell emphasizes too much its 
attention aimed, through its special 
representatives, toward repair and 
upkeep. The point is not that there is 
much repair, but rather that the com- 


pany is overzealous in its efforts tw 
see that every piece of equipment in 
its line gives full and adequate per- 
formance. Its aim is perfection. 

“We have a feeling that in many 
instances our special representatives 
account for the difference that can 
keep us, at times, out of the red,” says 
Mr. Lindfors. “They are a most 
effective division of our sales organ- 
ization. They work closely with us, 
They are amenable to direction be- 
cause direction profits them. They 
realize that their success is our suc- 
cess and our success theirs. So we all 
get along together. Though they are 


strictly in de pen dent businessmen, 
working on their own to build up 
their individual businesses, they and 
we operate closely as a team.” 


Traffic Light for Pedestrians 


Glenmore Distilleries Co., 


Louisville, nopes its new sales gimmick 


—hbeing distributed now to liquor stores all over the U. S.—will 
cause you to put the brakes on your thirst by purchasing a bottle of 


its Old Thompson whisky. 


This realistic stop light device not only looks like a stop light, it 
acts like one, too. Equipped with two flasher bulbs of 40 and 100 


watt intensity, 


the action perfectly simulates a traffic signal. The 


lights change from green to amber to red. The red light says “Stop,” 


the amber reads ‘Change to,” 


and the green spells ‘Old Thompson.” 


The device measures 22-and-a-half inches high by eight-and-a-half 
inches wide at the top and six inches at the base. It can be placed in 
a window, on a counter, or hung on an inside store column. 
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— Ideas... 


you may have missed 


For the convenience of readers here is a brief check list of worthwhile 
booklets and catalogs described in recent issues, free to you while the 
supply lasts. They will be mailed by the organizations which have pre- 
pared them . .. to get yours, write Advertisers’ Service Bureau, SALES 
MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. Title and 
company connection must be given. Please order by number on company 
letterhead. 


1178 If your binder problems involve catalogues, sales man- 
uals, price books, proposal covers or salesmen’s equipment, you 
will get some helpful ideas from the Heinn “Manual of Loose 
Leaf Binders.” It’s a pictorial guide you will want to keep for 
reference. 


1179 Unless you devote 100% of your time to printing prob- 
lems, you often aren’t sure what is the right paper for any par- 
ticular job. The Oxford Paper Company offers the “Oxford 
Paper Selector Chart” which puts at your fingertips all the 
facts you need to know about their wide line. 


1180 The light construction industry is made up of builders, 
retail lumber dealers and building material jobbers who are 
multi-billion buyers in today’s huge building market. The maga- 
zine American Builder offers valuable facts and figures about 
this market in their “Light Construction Facts and Factors.” 


1181 ‘The Indianapolis Consumer Analysis, sponsored by the 
Star and News, gives comparative data, buying habits, brand 
preferences and dealer distribution in that market. A copy is 
free if you are an executive of a manufac turing or distributing 
firm or of an advertising agency. 


1182 Another new consumer analysis (like item 1181, 
modeled after the Milwaukee Journal pattern) has been issued 
by the Deseret News to give similar facts and figures about the 
rapidly growing Salt Lake City area. 


1183 Better sales supervision and analysis can help to lick the 
present buyers’ market. Remington Rand offers ‘“‘How to Build 
a Profitable Sales Program,” packed with facts, methods and 
ideas. 


1184 The use of films (both movie and slide) for sales train- 
ing and sales demonstrations is greatly accelerated since war’s 
end. For sound information the Ampro Corporation offers “A 
Powerful Aid to Industry.” 


1185 Films have many uses, but each as a production should 
have a specific purpose. Ways to use 35 mm. motion picture, 
16 mm. motion picture or 35 mm. slide films are described in 
Atlas Film Corporation’s “Producing Your Film.” 


1186 Which is the second fastest-growing city in the Middle 
Atlantic area? The answer is Bethlehem, Pa., and the reasons 
back of the growth in Pennsylvania’s third largest market are 
analyzed in the brochure of the Bethlehem Globe Times, 
“Here’s a Sure Winner.” 


1187 The virtues of direct selling—where an independent 
contractor takes the product not to the dealer or to the jobber 
but direct to the user or consumer—are analyzed and described 
in “The Quickest Way to National Sales,” a brochure of 


Specialty Salesman magazine. 


JUNE 


15, i949 


FRESH EVERY MONDAY 


5000 - 6000 QUOTATIONS 
ON CHEMICALS AND RELATED 
MATERIALS 


only in 


OIL, PAINT and DRUG REPORTER 


| in O.P.D. more pages of S iadi on chemicals 
and related materials than appear in all other 
chemical publications of national scope combined. 


PRICES AND OFFERINGS 


Oo. P. D., 1948, 2957 pages (big 
tabloid size) 18% more than the 
sum of all chemical materials ad- 
vertising carried by the five other 
big papers in the chemical field. 


O. P. D. is must reading for an executive or pur- 
chasing agent who buys even a single chemical 
item. 
NEWS FORMS CLOSE 4 P.M. FRIDAY 
PAPER DELIVERED 9 A.M. MONDAY 


May we send you 
sample copy of O.P.D. 5 


“Oil, Paint and 


Drug Reporter 


THE CHEMICAL MARKET AUTHORITY 
SINCE 1871 


Schnell Publishing Co., Inc. 
59 John Street, New York 7 
| @Cleveland 22—H. G. Seed, 17717 Lomond Blvd., Long. 0544 
e@Los Angeles 14—The Robt. W. Walker Co., 684 S. Lafayette 


Park PI. Drexel 4338 @ San Francisco 4—The Robt. W. Walker 
| Co., 68 Post Street, SUtter 1-3568. 
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DIMENSIONAL 

DISPLAYS 


From 
the basic idea 
to the finished Display. 


| RIVER RAISIN PAPER CO. 
| DISPLAY DIVISION » MONROE, MICH 
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MAGAZINES 


McCall's Magazine held “Report 
to the Nation” meetings in Chicago 
and in New York City in the latter 
part of May to promote its nation- 
wide movement, “Yardville, U. S. A.” 
This is the drive to make the back 
yards of homes, especially in the dull, 
drab areas of congested cities, more 
beautiful and more livable. Basically 
the idea is to organize owners and 
set aside groups of blighted back 
yards and, through cooperation, scrub, 
clean, paint, plant and grow, on a 
low cost plan. 

Speakers—some attending both 
meetings—came from Atlanta, Balti- 
more, Cincinnati, Minneapolis, Phil- 
adelphia (where the plan was first 
launched last year), San Francisco, 
Seattle, Boston, Cleveland, New Or- 
leans, and Schenectady. These, plus 
the speaker from Chicago, reported 
enthusiastically on their personal ex- 


McCALL CORP.: Maclean Hoggson (left), 
advertising director of Redbook, and John 
E. Smith (right), advertising director of 
McCall's, have been elected vice-presidents. 


periences in developing their local 
Yardville projects. Otis L. Wiese, 
editor-in-chief and publisher of Mce- 
Call's was chairman at both meetings. 

More than 400 cities in 46 states 
are already in various phases of or- 
ganization, a number of the plans 
being well advanced. To spur the 
movement on, McCall’s has an- 
nounced awards totaling 118 prizes 
with $3,250 in cash to be given away. 
First prize will be $1,000, second 
$500 and third $250. There are 15 
additional prizes of $100 each plus 
100 garden books. 

McCall's hopes to develop the pro- 
gram so that in a few years it may 
become a national movement. 

6 

The Advertising Research Founda- 
tion has enlarged its committee in 
charge of developing a general mag- 
azine study from seven to 11 mem- 
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Agency Nowy 


bers. Six are advertising agency and 
five are advertiser members. The 
committee includes: Marion Harper 
Jr., president of McCann-Erickson, 
Inc., and chairman of the committee ; 
Robert B. Brown, Bristol Myers Co. ; 
Ben R. Donaldson, Ford Motor Co.; 
Bernard C. Duffy, Batten, Barton, 
Durstine & Osborn, Inc. ; Stuart Pea- 
body, The Borden Co.; Guy Rich- 
ards, Compton Advertising, Inc. ; 
David E. Robinson, C. J. LaRoche & 
Co., Inc.; Frederick B. Ryan, Jr., 
Ruthrauff & Ryan, Inc.; Howard R. 
Smith, General Electric Co.; ex- 
officio, Fred R. Gamble, American 
Association of Advertising Agencies ; 
also ex-officio, Paul B. West, Associa- 
tion of National Advertisers. 


The Archbishop of Canterbury, 
Anthony Eden, Cordell Hull, Win- 
ston Churchill, Chief Justice of the 
Supreme Court Fred M. Vinson, Tal- 
lulah Bankhead, Robert E. Sherwood, 
Yehudi Menuhin, Sumner Welles, 
Frances Perkins, Aldous Huxley and 
New Work City’s Mayor William 
O’Dwyer were among today’s world 
leaders who wrote for the “Golden 
Book of World Tributes” presented 
to Mrs. Eleanor Roosevelt, June 1, 
by Otis L. Wiese, editor-in-chief and 
publisher of McCall's Magazine. 

The presentation of the tributes 
took place during the reception which 
McCall's gave Mrs. Roosevelt at the 
Waldorf-Astoria Hotel, New York 
City, to signalize the publication of 


WALLACE H. GALLUP hah been 
promoted to merchandising di- 
rector in charge of advertising 
and merchandising, Western Family. 


ra 
&\ 


ROBERT F. BUGGELN has been 
named advertising manager of 
Coronet; was New York Herald 
Tribune director of advertising. 


her memoirs serially in the magazine. 

Running to 125,000 words and en- 
titled “This I Remember,” Mrs. 
Roosevelt’s story will appear in 
McCall's in seven installments. 

e 

A general expansion of the Esquire, 
Inc., sales service departments has 
been announced by G. Allen Reeder, 
director of public relations and pro- 
motion for the company. He described 


NEWSCAST: The first via television to be sponsored in Cleveland is contracted 
for by the Central National Bank of Cleveland. Here Robert J. Izant, vice- 
president of the bank, signs in the presence of bank officials, members of Fuller 
& Smith & Ross, Inc., the agency, and sales executives of WNBK, Cleveland. 


SALES MANAGEMENT 


concentrated 


with First 3’s 
SUNDAY PUNCH 


Give your advertising CONCENTRATED POWER in the 
Important Industrial North and East. First 3 MARKETS 
Group delivers a heavily concentrated TOTAL CIRCULA- 
TION of over 7,100,000 which includes an average 
family coverage ot 78% in the compact metropolitan 
area of New York, Chicago and Philadelphia — areas 
in which it is “most profitable to do business.” 


the group 
with the 
Sunday 


Punch 


MARKETS GROUP 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-.7946 . 
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New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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GEORGE H. GIESE, now Interna- 
tional Division director, vice- 
president, McCann-Erickson, Inc. 


the expansion as creating a “service 
organization for our four magazines, 
Esquire, Coronet, Apparel Arts and 
Esquire’s Bridegroom, equipped to 
produce more effective promotional 
and merchandising support for our 
sales departments, our advertisers, 
their advertising agencies and the 
Nation’s retailers.” 

In connection with the expansion, 
five promotions have been made. B. D. 
Lee is now sales promotion manager 
of Esquire, Inc.; Morten L. Lenrow, 
marketing research manager; Edwin 
B. Stern, merchandising manager; 
Robert L. Goldsmith, sales presenta- 
tions manager; Martin Schrader, 
manager of press information. 


In addition to MacLean Hoggson 
and John E. Smith (see p. 136), new- 
ly elected vice-presidents of the Mc- 
Call Corp. include: Walter J. Boyle, 
sales and promotion manager of Mc- 
Call Patterns; Edward M. Brown, 
assistant to the president; Lowell 
Shumway, circulation director of the 
corporation; Clayton. C. Westland, 
manager Commercial Printing Divi- 
sion and production. 


A. C. Pearson has been named 
Eastern advertising manager of Living 
For Young Homemakers, formerly 
Mademoiselle’s Living, Street & 
Smith Publications, Inc. 


BUSINESS MAGAZINES 


The steelmaking heart of America, 
the Cleveland, Youngstown, O., 
Pittsburgh, and Wheeling, W. Va., 
area is consuming only about 9.1% 
of the steel made in this country, al- 
though it produces 42% of all steel 
made in the United States, according 
to a study by The Iron Age. 

The historic practice of selling steel 
on the basing point system in the past 
enabled producers to absorb freight in 
order to meet competition from pro- 
ducers nearer the consumer. The new 
sales method adopted last year making 
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the customer pay for all freight 
charges for steel shipped from the 
Pittsburgh - Cleveland - Youngstown 
area, may mean that steelmaking 
operations in those areas will drop 
faster and farther than in areas where 
more steel is consumed than is pro- 
duced. 

Using the steel consumption in- 
formation made available for the first 
time in the new study, it is apparent 
that Pittsburgh, which produces 20% 
of the steel made in the United States, 
is consuming only 3.8% of the total 
consumption. On the other hand, in 
Detroit, automobile manufacturers 
wish to be on good historical terms 
with more than one steel producer. 
This attitude has been intensified by 
the disastrous experience immediately 
following the war, as well as by the 
freight charge problem. 

The study breaks down the con- 
sumption of 10 basic groups of steel 
products by states and by industrial 
areas within the states. It is capturing 
much interest from both producers 
and consumers of steel, and great in- 
terest has been evidenced by purchas- 
ing agents. 

. 


Known during the 33 years of its 
existence as The Associated Business 
Papers, Inc., the organization, at its 
annual meeting at Hot Springs, Va., 
last month, changed its name to The 
Associated Business Publications, Inc. 


Construction Equipment and Ma- 
terials, a product-inquiry type periodi- 
cal of tabloid size, is scheduled to 
make its initial appearance next Fall. 


W. D. JORDAN elected presi- 
dent, Glenn, Jordan, Stoetzel, 
Inc., formerly -Evans Associates. 


tors. Publisher is Conover-Mast Pub- 
lications, Inc., and J. M. Angell, Jr., 
is business manager. 


The American Gas Journal, estab- 
lished in 1851, has been purchased by 
the following principals: E. Holley 
Poe, president; Elliott Taylor, editor 
and vice-president; Lewis V. Hohl, 
business manager and vice-president. 


Howard M. Thompson, assistant 
vice-president has been appointed sales 
manager, and Bruce D. Sweet, techni- 
cal services supervisor, of Sweet's 
Catalog Service Division, F. W. 
Dodge Corp. 


DIRECT MAIL 


Opening of the twenty-first annual 
Direct Mail Advertising Contest by 
the Direct Mail Advertising Associa- 
tion has been announced by D. M. 
A. A. president, Dale Y. Ecton, man- 


OFFICERS of The Associated Business Publications: (left to right) Treasurer, N. 
O. Wynkoop, McGraw-Hill Publishing Co.; retiring president, E. F. Hamm, Jr., 
Traffic World; president, James G. Lyne, Simmons-Boardman Publishing Corp.; 
first vice-president, Arnold Friedman, Chain Store Age; secretary, Thomas B. 
Haire, Haire Publishing Co., during A.B.P. Spring Meeting at Hot Springs, Va. 


The new monthly will be circulated 
exclusively to general, highway, ex- 


cavating and large building contrac- 


ager of advertising distribution, Trans 
World Airline, Kansas City, Mo. 
All types of direct advertising, pro 
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BUSINESS IS A BILLION DOLLARS BRIGHTER IN PITTSBURGH 


Right now workmen are making room along William 
Penn Place for the new 40-story Mellon-U. S. Steel 
skyscraper. A block away, on Sixth Avenue, clearing of 
the site for Alcoa’s 30-story skyscraper begins this 
summer. The Pittsburgh Redevelopment Authority and 
a large insurance company are working on a project 
of three skyscrapers adjoining the Point Park, to cost 


525 WILLIAM 
PENN PLACE 
BUILDING 


to be occupied by 
Mellon National 
Bank and Trust 
Company and 
United States 
Steel 
Corporation. 


In The Pittsburgh Press your advertising appears side 
by side with the news of Pittsburgh’s progress . . . benefits 
by the atmosphere of things happening. And The Press 
has the largest circulation—reaches 7 out of 10 families 
—in Metropolitan Pittsburgh. 

Incidentally, while the 25,769,965-line volume of 
advertising published in The Press last year was a 
Pittsburgh record-smasher, The Press this year is beating 
its own record again . . . and again increasing its margin 
of leadership over other Pittsburgh newspapers. 

If you would like to see the record as it applies to your 
kind of business, write, wire or phone your Press Repre- 
sentative. Every Scripps-Howard Representative is a 
Press Representative. 


REPRESENTED BY the 
General Advertising Depart- 
ment, Scripps-Howard 
Newspapers, 230 Park Ave- 
nue, New York City. Offices 
in Chicago, Cincinnati, De- 
troit, Fort Worth, PhiluJdc!- 
phia, San Francisco. 
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upwards of $35,000,000. Six large companies are com- 
mitted to take space in the buildings. 

Such projects are only a small part of Pittsburgh’s mid- 
century rebuilding program. Work‘now .in progress to 
improve, rebuild and expand Pittsburgh’s industrial, 
transportation, educational, cultural and recreation plant 
totals far more than a billion dollars. 


ALCOA 
BUILDING 
_ to be erected 
for Aluminum 

Company 
of America. 


TOTAL ADVERTISING LINES 


First Quarter 


1948 1949 Change 
PRESS (e)....e+e0e++- 4,008,678 4,372,996 +364,318 
PRESS (5). .ccccccoces 1,901,545 1,939,921 -+ 38,376 
Post-Gazette (m)..... 2,351,472 2,341,475 — 9,997 
Post-Gazette (S)..... ad 187,298 +187,298 
Sun-Telegraph (e).... 2,751,295 2,990,400 +239,105 
Sun-Telegraph (S).... 1,700,521 1,653,244 — 47,277 


Sunday figures include all supplements 


Source: Media Records, Inc. 


In City Circulation—In Class:.ied Advertising 


No./ 


In Retail Advertising — 
In General Advertising In Total Advertising 
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JAY MURRAY has been elected 
president of National Association 


of Transportation Advertising. 


duced between September 1 of the 
preceding year and August 31 of the 
current year, from all parts of the 
United States and Canada, are elig- 
ible. The contest is open to all users 
of any type of direct advertising; 
membership in the association is not 
a requisite. 

The committee of judges includes: 
Chairman, Herb Buhrow, Mail Sales 
Department, McGraw-Hill Book 
Co., Inc.; Boyce Morgan, Boyce 
Morgan and Associates, Washington, 
D. C.; Richard A. Faulkner, assistant 
sales promotion manager, Interna- 
tional Paper Co.; Alice Drew, adver- 
tising consultant, Hope Machine Co., 
Philadelphia; Philip Salisbury, editor, 
SALES MANAGEMENT. 

Announcement of winners and dis- 
play of the winning portfolios will be 
a feature of the D. M. A. A. Annual 
Convention at the Congress Hotel, 
Chicago, September 21, 22, 23. 

Entry blanks for this year’s contest 
may be obtained from Frank Frazier, 
executive director, D. M. A. A. head- 
quarters, 17 East 42 Street, N.Y.C. 


NEWSPAPERS 


The Philadelphia Inquirer has 
issued the fifth in a series of studies 
titled, ‘Philadelphia Automotive 
Facts.” The new issue reports new 
car sales, both passenger and commer- 
cial, in the Philadelphia trading area 
during 1948. 

One of the new features is the 
New Car Sales Index, devised to 
keep the automotive industry in- 
formed of the latest developments in 
the Philadelphia market. This Index 
represents the rate at which new pas- 
senger cars are bought per family for 
the city (by 20 major business and 
economic areas) as well as for the 
remaining counties of the Philadel- 
phia retail trading area. 

Copies of “Philadelphia Automo- 
tive Facts” may be had upon request 
to the General Promotion Depart- 
ment of The Philadelphia Inquirer. 


Financial build 


advertisers may 
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vastly larger reader audiences for 
their copy if they will follow tested 
reader-winning techniques, the Bureau 
of Advertising, American Newspaper 
Publishers Association, indicates in a 
new study, “More Dividends From 
Financial Ads.” 

The new study analyzes for the 
first time the findings on financial ad- 
vertising developed since 1939 by 
The Continuing Study of Newspaper 
Reading. It is based on all financial 
advertising in 111 newspapers. 

“This readership analysis does not 


and the New England Regional Ne. 
work. An estimated $345,000 has 
thus been guaranteed and _ insures 
completion of BMB’s Study No, 2 
of the Nation’s radio audience. 

Of those 410 BMB members sign. 
ing waivers, three are national net. 
works — NBC, ABC, CBS — and 
three regional — ABC Pacific, CBS 
Pacific, New England. 

Previously the National Associa. 
tion of Broadcasters had agreed to 
lend $75,000 to the Bureau “if NAB 
is satisfied that BNIB has secured 


BUSY CENTURY celebrated by The Sacramento (Calif.) Bee whose founder, 
James McClatchy, arrived in Sacramento with the ‘49ers. Enjoying the show here 
are: (left to right) Dr. Burns, president, College of the Pacific; Mrs. Earl Warren; 
Governor Warren of California; daughter Dorothy; Mrs. and Mr. Joseph R. Know- 
land, publisher, Oakland (Calif.) Tribune, chairman centennials commission. 


attempt to lay down ironclad rules 
that all financial advertising should 
follow,” Harold §S. Barnes, director 
of the Bureau, said in releasing the 
booklet. “But it does offer substan- 
tial evidence on techniques which have 
gained for their users a high reader- 
ship.” 


sufficient waivers and new subscribers 
by June 1.”” On May 28, Kenneth 
H. Baker, acting president of the 
Bureau, had assured NAB’s presi- 
dent, Justin Miller, that sufficient 
waivers had been obtained to meet 
N AB’s conditions. 


Following the announcement of 


JAMES W. SYKES named classi- 
fied display advertising manager 
of the New York Herald Tribune. 


RADIO 


Waivers of the 90-day cancellation 
privilege by radio stations and net- 
works subscribing to the Broadcast 
Measurement Bureau now total 410. 
The two last-reported organizations 
are Columbia Broadcasting System 


D. W. THORNBURGH, CBS vice- 
president, Western Division, is 
named president of WCAU, Inc. 


NAB’s loan, the American Associa 
tion of Advertising Agencies agreed 
to lend $15,000 to BMB to help de 
fray current operating expenses: 
A. A. A. A., NAB and the Associa 
tion of National Advertisers form the 
tripartite group which sponsors 


BMB. 
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LEADING CHOICE OF AMERICA’S 
BUSINESS LEADERS... 


PAPERS 
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“ARISTOCRAT OF PAPERS 


For sales literature, packaging, labeling or displays—Champion Kromekote is the 
finest cast coated stock you can use. Its glistening surface gives flawless repro- 
duction, is superbly receptive to ink, is adaptable to literally hundreds of uses. 
Yes, Kromekote’s the choice of America's business leaders. It's the culmination 
of over half a century of papermaking skill. Ask your Champion merchant to show 
you actual samples. The Champion Paper and Fibre Company, Hamilton, Ohio. 
MILLS AT HAMILTON, OHIO; CANTON, NORTH CAROLINA, AND HOUSTON, TEXAS 


DISTRICT SALES OFFICES: NEW YORK e CHICAGO e PHILADELPHIA e DETROIT 
ST. LOUIS e CINCINNATI e ATLANTA e DALLAS e SAN FRANCISCO 


WHATEVER YOUR PAPER PROBLEM 


Sts a Challenge te Champion [ 


*Kromekote is the registered trademark for Champion's cast coated paper. 


THERE’S A CHAMPION PAPER FOR EVERY PRINTING NEED 


SATIN REFOLD ENAMEL 


Meets every requirement for 
quality publication and adver- 
tising Printing—thanks to top- 
grade enamel coating, folding 
Strength and its receptivity to ink. 
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WEDGWOOD OFFSET 


Superior in color, finish, and 
printability, this paper is un- 
excelled for fine lithography. It is 
available in a wide variety of 
weights, sizes and special finishes. 


ARIEL COVER 


Particularly effective for catalog 
covers, cards and displays. 
Available in white and eight 
colors, and in various weights, 
sizes and special! finishes. 


SPECIALTY PAPERS 


Champion's specialties include 
coffee bag, drawing papers, gift 
wrap, end leaf, food container 
stock, red patch stock, stencil 
board and pattern board. 
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NEW JERSEY'S FOURTH LARGEST MARKET Readers’ Service Can 154—Ideas for Solving Your Biggest 
Post-War Problem: The Training of q 


Furnish These Reprints Hard-Hitting Sales Force. (A_ portfolio 
of 12 articles.) (Price 75c) 


Please send 


remittance with order to 153—A Heart-to-Heart Talk with 
| Readers’ Service Bureau, SALES MANAGE. _— Salesmen About the Company’s Advertis- 


ing, by E. A. Gebhart. (Price 10c) 
MENT, 386 Fourth Ave., New York 16, 
: 145—Five Yardsticks for Measuring a 
| N. Y. These reprints may be ordered by Salesman’s Efficiency, by Richard S. Crisp, 
| number. (Price 25c) 


Bayonne 
142—Paying for Sales: Some Compen- 
CANNOT BE SOLD sation Principles and Practices. (A port- 


FROM THE OUTSIDE 195—How to Keep a Sales Meeting folio of. 13 articles.) (Price 75c) 


Yoo 8 ettight your advertising when you use THE from Falling Into a Coma. (Price 10c) 


YONNE E _gaz , ae 
TIMES MO a. oe 131—Hiring Will Be Easier If You 
; 

| 


| 
| NEW REPRINTS 


ONNE TIMES doliverns ‘mete ciceulation It’ Basense | _ 194—Direct vs. Jobber Distribution: Blueprint Your Salesmen’s Jobs, by Ed- 
than all other papers combined. 93% Home Delivered. An Appraisal of the Pros and Cons, by win G. Flemming. (Price 10c) | 


Send tor the TIMES Market Data Book 


W. C. Dorr. (Price 35e) 130—How To Spot, Appraise and Spike 


THE BAYONNE TIMES 193—Can We Save the Salesman Who Grievances Among Salesmen, by Robert 


NATIONALLY REPRESENTED BY | Thinks He’s Down and Out? by Harry N. MeMurry. (Price 10c) 


BOGNER & MARTIN G. Swift. (Price 10c) 


129—How To Solve Salesmen’s Auto 
295 Madison Ave., N.Y ¢ 228 N. La Salle St.,Chicago 


192—ABC’s of Market Indexes and Cost Problems, by R. E. Runzheimer, 
Hew to Apply Them to Sales Problems, (Price 15c) 


Make your Sales manuals and | by Richard D. Crisp. (Price 35c) , 


. MARKETS 
presentations more effective! 191—Why Nine Out of Ten New Prod- 180—Who’s Who of Department Stores 
’ ; | ucts Fail, by Peter Hilton. (Price 10c) in New York Buying Groups. (Price 25) 
| 
CLAREPORT* 190—Your Biggest Sale: Management’s 156—Sales and Advertising Experts 
| “O.K.” on the Sales Budget, by i. T- pick the Best Test Markets of the Coun- 
PRESENTATION | White. (Price 10c) try in Three Population Groups. (Price 
| 25¢ 
COVERS 187—Shall We Display and Advertise ) 
Full size clear acetate | Price? Public Says Emphatic “Yes!” 152—Where To Look for Big Buyers in 
ity. Back coer tex | (Price 10c) Chicago. (Includes a tabulation of Chi- 
Beau” ‘Briidant ins cago buying offices.) (Price 10c) 
colors. Sheets are held 185—How To Improve Your Ability in 
w simple, ris 
me brass fasteners. Stock Public Speaking. (Price 10c) 142A—Los Angeles Now Rates as Ma- 
lias. (other p onder). Only jor Buying Center. (Includes tabulation 
Ne F-# , 2 -F 183—A Primer for Selecting Colors of Los Angeles buying offices.) (Price 
Phcase wetle tor fos camole 6-2 with Sales Appeal. (Price 10c) 10c) 


Exclusive with 


THE BELFORD CO., 68 Greene St., N.Y. 12°, . 18% Bight Vital Factors in Point-of- REFERENCE TOOLS 


Sale Promotion. (Price 50c) 


Ww ' i ° . . . 
Binders, porfolion “and” presentation overs. Toll ts } eee Bee ee ae 
your — we’ j j | a p 
inexpensively, "| Rraaemark'rst Pending | MANPOWER PROBLEMS Se ee ee eee 
189—Hunch & Prejudice in Hiring; 177—A Current List of Selected In- 


The Crux of Manpower Failures, by formation Sources. (Compiled under the 
Robert N. McMurry. (Price 10c) direction of Peter B. B. Andrews.) Price 
25c) 


188—Ten Essentials for Sound Sales 


Training, by Sidney Carter. (Price 25c) 117—A Selected Reading List for Pro- 


fessional Salesmen, by Dr. James F. 


4h 
where its cool | 
“ a 186—Twenty Traits That Make Star Bender. (Price 5c) 
via) St.Louis | Salesmen, by Jack Lacy. (Price 5c) 


103—A Time Saver List of Sources for 
184—How To Compute Salesmen’s Auto Maps for Sales Executives. (Price 10c) 
| Allowances, by R. E. Runzheimer. (Price 


25c) ECONOMICS 
fe ! | 181—Leadership: What Makes It? by 179—The Sales Budget: Blueprint for 
— 7 Dr. James F. Bender. (Price 25c) More Efficient Marketing. (Price 35c) 
HOTEL 


MOTEL 
. = y ° ? 
“tiaufair “Icennox 163—Bigelow-Sanford Pay, Plan Teams 151—Where Will Profits Come From! 


8th and St. Charles 9th and Washington Salary with Two-Way Incentive. (Price >%Y A+ J- Gallager. (Three articles.) 
All rooms have every luxurious appoint- 10c) (Price 50c) 
ment from guest-controlled air condition- 
ing to free radio reception. 


Prteed cnsnenleally from $3.50. Teletype $t-139. 155—Morale in the Sales Force: What For a complete list of available rt 
FINE FOOD GARAGE SERVICE Can We Do To Keep It Healthy? by prints, please see page 64 of your June 1, 
R. L. Cain. (Price 10c) 1949, issue. 
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SALES MANAGER 


38 years old, top producer, now 
employed as regional sales man- 
ager by leading specialty manufac- 
turer seeks opportunity to assist 
Sales Manager or President of sta- 
ble firm wishing to build strong 
national sales organization. Record 
shows 14 years of continuous, ag- 
gressive sales success in buyers’ 
markets only. Substantial salary 
plus incentive required. For resume, 
photo and interview write Box 
2599, Sales Management, 386 4th 
Ave., New York City. 


16 YEARS FOR SALE 
TO SUPPORT A WEAK OR 
EXPANDING SALES ACTIVITY 


INCLUDING: 
College-B.S., Sales Engineering, Advertis- 
ing, Technical Report Writing, Sales Man- 
agement, Industrial Exhibits, Sales Cor- 
respondence. 


$7500 — $9000 


BOX 2613 SALES MANAGEMENT 
NEW YORK 16, N, Y. 


SALES AGENCY 


Covering the wholesale hardware trade, department 
and chain stores in the states of Ohio, Indiana, 
Kentucky, West Virginia and Tennessee is inter- 
ested in obtaining several top Mnes. Manufac- 
turers interested in representation for all or a 
part of this district are invited to contact Sales 
Management Box 2611, Sales Management, 386 
4th Ave., N.Y.C. 


COMPETENTLY EXPERIENCED EXECUTIVE, 
possessing extensive practical knowledge in all 
phases of international trade and finance, widely 
travelled, familiar with Spanish and Portuguese, 
soon to be available, desires to contact manufac- 
turer interested in developing export markets. 
Difficult assignments welcomed. Detailed informa- 
tion on request. Box 2612, Sales Management, 
386 4th Ave., N.Y.C. 


PLANNED YOUR CONVENTION YET? 


HOTEL del CORONADO, Coronado Beach, Calif. 
across bay from San Diego) offers ideal resort 
hotel convention facilities for groups to 1200. Ocean 
front, marvelous food, spacious theatre, meeting, 
conference, assembly rooms. Banquet and ball room 
for 1500. All sports on grounds. Tijuana, Mexico, 
only 15 minutes. Races, Jai Alai. No summer 
rains. Write for Folder C, Harry S. Ward, Mgr. 


PLUS garcia 


advertising, raining methods, public rela- 
ONS « «© » of M postgrad Management. 
Age 37. mF share to straight salary. De- 
tails exchanged: 


BOX 2606, SALES MANAGEMENT 
386 4th Ave., New York City 


FEATURES 


of this sales producer in- 
> personnel, psychology 
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COMMENT 


ECONOMIST'S EYE-VIEW OF THE 
BUDGET 


Leon H. Keyserling, vice-chairman of the President’s 
Council of Economic Advisers, took a long look ahead in 
the talk he made at the May convention of the National 
Sales Executives. He pointed out that if our economy can 
continue to grow even at the conservative rate of 3% a 
year, we shall, by 1958, be turning out 80 billions of 
dollars worth of goods and services more than we turned 
out in 1948. 


Some of those who for years, during the 30’s, looked 
back upon 1929 as a Fabulous-Year-Never-Again-To-Be- 
Matched, are now taking the same view of 1948. Perhaps 
what Mr. Keyserling had to say may have helped these 
men to re-adjust their sights. 


However, a distinct chill came over the audience when 
the speaker came out with a forthright declaration that 
he didn’t believe now was a time to make an across-the- 
board cut, or any other kind of a cut, in Government ex- 
penditures. It would have taken considerably more 
persuasion than Mr. Keyserling mustered to sell this idea 
to his hearers. 


One of the SALES MANAGEMENT editors left the meet- 
ing room in the company of two sales executives, who, 
between them, pretty well summed up in a few words 
what seemed to be the general reaction to the Keyserling 
philosophy. One said, ‘“There’s a man who delivered 
15,000 words without once using the word ‘profit.’ ” 


Ihe other replied, “Funny, isn’t it—it’s a word econo- 
mists never seem to use!” 


TEACH SALES ENGINEERS ' 
TECHNIQUES OF SALESMANSHIP? 


For the second year, the machine tool industry through 
its National Machine Tool Builders’ Association is 
sponsoring a series of summer conferences in sales engi- 
neering, with heavy emphasis on the sales aspects of the 
sales engineer’s job. Subjects include the ABC’s of the 
approach, the presentation, and the close. Students are 
tool salesmen and sales executives. 


The idea started last year with a course at Cornell 
University. This year special conferences will be held at 
Western Reserve University, Dartmouth College and 
Purdue University. Teachers will be the faculty at each 
of the schools supplemented by executives from both 
machine tool producers and users. 


A provocative situation was behind the move to start 
the first experimental sales school. Tool sales were lagging 
badly last year because of “over-production” during the 
war and the resultant throw-back on the market of sur- 
plus tools. This put a damper on sales and sales initiative. 
Yet, the leaders of the tool industry realized that the 
progress of America depends largely on manufacturers 
having modern tools to create more value and lower 
prices. 
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Selling of machine tools is essentially a creative busi- 
ness. The tool sales engineer must be more than a wizard 
with the slide rule. The finest tool in the world is of 
no value unless it fits into the profit-producing plans of 
its user. It’s often up to the sales engineer to visualize 
the use. That’s why the machine tool builders want their 
sales engineers to be as aware of each step in the creation 
of a sale as they are familiar with the step-by-step manu- 
facture of the machine tools they sell. 


It’s to be hoped that the talks at this year’s conferences — 
will spell out the sales principles. Last year, examples of © 
technique were cited frequently, but the principles them- © 
selves weren’t fully nailed down. There was a tendency ~ 
to talk in terms of tools and of the problems of the tool | 
manufacturer rather than to relate the tool to the pros- 
pect’s problems. 


We believe sales chiefs of all kinds of heavy industry 
products may want to study the machine tool builders’ 
approach to the problems of training their salesmen in 
techniques of selling as well as in product knowledge. In 
this connection, we'd like to call your attention to the lead 
article on page 37 of this issue, “What Makes a Good 
Sales Engineer ?” 


TOOL OF PUBLIC RELATIONS 


It’s obvious from the hundreds of annual reports that 
have crossed our desk this year that corporation chairmen 
and presidents are more keenly aware than ever of the 
report as a tool of public relations. We think you'll be 
interested in the philosophy behind the annual report, as 
set forth in the current report of General Motors Corp. 
It states: 


“Policy of Giving the Facts. 


“General Motors management recognizes its responsi- 
bility to present the important facts of the business to the 
stockholders so that they can intelligently judge the results 
of current operations. 


“Through its regular annual and quarterly reports and 
various special messages General Motors stockholders are 
kept informed of the pertinent economic, statistical and 
financial facts of the business. Likewise they are furnished 
information on matters considered to be of broad interest 
relating to over-all operating policies and such general 
economic trends as may affect General Motors’ oppor- 
tunity for constructive accomplishment. 


“Progress for an organization like General Motors 
depends importantly on policies having sound economic 
and social objectives. To make such policies fully effective 
they must be well understood not only by all employes but 
by the stockholders and the public generally. It is believed 
the long-standing General Motors policy of giving the 
facts contributes to such understanding.” 


SALES MANAGEMENT 


Is the container for your product simply a container . . . and nothing more? 
Or is it a powerful advertising, merchandising and selling force at work for you? 


Many nationally famous products are seen more easily . . . recognized more 
swiftly . . . bought more quickly . . . because they are packed in rich, royal, 
eye-stopping Maryland Blue Glass. 


BLUE makes your product easier to see. . . BLUE makes your product easier 
to remember... BLUE makes your product smartly modern... BLUE gives 
rich, distinctive appearance . . . BLUE stands out, assures better display. . + 
BLUE advertises your product in the store and home. . . BLUE bxilds profits, 


steps up repeat sales. 


Let us send you samples of appropriate stock designs. Or, let our design ex- 
perts create a special bottle or jar for your exclusive use. Write today to Mary- 


PACK TO land Glass Corporation, Baltimore 30, Maryland. 


Also available in Crystal Clear Glass 


To influence women, there’s nothing like the 
Chicago Tribune—in which department stores 
invest more of their promotion budgets 

than in all other Chicago papers combined! 


te reack Chicage women do as nilailers do... uae the ChicogeInil 
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